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N OW an entirely new field—a gold 


mine of profits never touched be- 


fore—is opened for you. Science 
has furnished the answer to several 
problems of civilized living never 
solved before. No longer need closed 
doors and windows in winter mean 
oppressive, lifeless air. No longer need 
repulsive odors of any sort be tolerated 
anywhere. Ozone nature’s own 
vitalizing and purifying gas ...can now 
be generated at any 110-volt A.C. outlet. 


O'zone, o'zon: n. Chem. A pungent gas re- 
garded as an allotropic form of oxygen; 
(03). A powerful oxidizing agent, being 
much more active than ordinary oxygen: 
employed for bleaching oils, waxes, ivory, 
flour and starch; also for sterilizing drink- 
ing water. — Funk & Wagnalls Dictionary. 


Destroys Cooking Odors, Animal Smells, 
Stale Cigar Smoke—Any and All Odors 
in less than 15 Minutes in Average Room 
So positive is the action of the Jefferson 
Ozonator; so spectacular its perform- 
ance, that it instantly becomes the 


center of interest when demonstrated 


either in a home gathering or in the 
dealer’s store. Even, the most bitter 
skeptics are always amazed at the speed 
with which all kinds of odors are de- 
stroyed. Musty closets, rooms heavy 
with stale cigar smoke, the smell of fish, 
or boiled cabbage are all made clear and 
sweet in a few minutes. Even such pen- 
etrating odors as from medical bandages 
and animals are quickly overcome. 


Purified and Vitalized Air Makes for 
Healthy Bodies and Alert Minds. 


zone destroys Germs. 


Ozone, so powerful that it is used com- 
mercially for bleaching and for steriliz- 
ing is naturally a most dependable germ 
killer. Thus the Jefferson Ozonator is 
an effective aid in fighting colds, influ- 
enza, etc., and in making either homes 
or public places healthy and.safe. Too, 
because it vitalizes the air—gaéying it that 
exhilarating freshness of the pine 
woods or mountain top, it keeps minds 
alert and bodies active. 
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Capitalize the Interest in Air 
Conditioning. Reap a Harvest of Profits 
Now in this Untouched, Waiting Market. 


Products to sell in 1933 must have 
novelty appeal. They must be different. 
They must do something never done 
before. They must be demonstrable. 
They must be priced right. They must 
have a wide market. The Jefferson 
Ozonator is ALL of these many times 
over. “Where can I get one of those?” 
is the question everyone asks when 
they see it operate. Be sure your store 
is the answer. Write or wire for com- 
plete information NOW. 


JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) Illinois 


The Jefferson Ozonator 
is of dignified and attrac- 
tive design. It is arranged 
with key hole slot in back 
for hanging on wall and 
with rubber feet for 
standing on table or cab- 
inet. The ozone tube gen- 
erator and all electrical 
equipment are fully en- 
closed. The fan creates 
air movement to insure 
complete and even ozon- 
ation of any room. Oper- 
ates on 110-volt alternat- 
ing current and uses less 
current than a 25-watt 
lamp. Arranged with 
switch to adjust ozone 
discharge to conditions. 
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WE BELIEVE 
THAT— 


Electrical Wholesalers 
should 


1. Economize 


By maintaining strict credit 
policies, adopting budgetary 
control and eliminating from 
their operations all wasteful 
practices. 


2. Localize 


By confining efforts within 
that territory which can be 
served at a profit and by co- 
operating in the solution of 
local problems through local 
wholesaler associations. 


3. Specialize 


By concentrating sales efforts 
on selected markets, com- 
modities and accounts. 


4. Advertise 


Their services and their com- 
modities consistently to their 
trade. 


5. As an Industry 


Adopt uniform accounting 
methods and uniform cash 
discounts, undertake distribu- 
tion cost studies and promote 
a better appreciation of the 
services rendered by whole- 
salers. 


Subscription: U. S., $1; 

Canada, $2, including 

duty. All other countries, 
$1.50 per year. 


Entered as second class 
matter January 25, 1932, 
at the postoffice at Chi- 
cago, Illinois, under the 
Act of March 3, 1879. 


‘Copyright 1932— 
\ Electrical Trade 
Publishing Co. 
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ELECTRICAL WHOLESALING 





Your 


profits depend on 


your CO-OPERATION 


“ 

I know of no movement 
within or without the electrical 
industry that holds as much 
promise for the electrical whole- 
saler as does the program of 
the National Electric Cookery 
Council. 


‘*Inasmuch as he is the logical 
distributing agency for the ranges 
themselves, he will profit from 
their sale. Every range installa- 
tion will call for wire, conduit 
and supplies—these the whole- 
saler will sell. And more ranges 
mean more load—and more load 
means more line and central 
station facilities—which many 
wholesalers will be called upon 
to furnish. 

“Yes, indeed—the electrical 
wholesaler is interested in the 
range development!’ 


Chairman of the Executive Committee, 
National Electric Wholesalers Association 


NATIONAL ELECTRIC 





COOKE 


M®*: DRURY is right. There is 
every reason why the elec- 
trical wholesaler should actively sup- 
port the three-year Range Program 
of the National Electric Cookery 
Council. Not only is the electric 
range market still generally undevel- 
oped, but it offers opportunities for 
profitable business that are almost 
unlimited. 


The basic idea of the National 
Electric Cookery Campaign is to 
make it possible for all branches of 
the electrical industry to work to- 
gether profitably in promoting elec- 
tric cookery. Here, at last, is a 
concrete thing to co-operate about. 
All we ask is that you do your share. 


Organize Local Councils 
to Create Profitable 
Business for You 


The first and most important thing 
to be done is the establishment of 
Local Electric Cookery Councils. 
These are necessary to provide focal 
points for initiating all local range 
selling activities on a uniform basis. 
You can help by assisting in the 
establishment of such Local Cookery 
Councils and by continuing to sup- 
port them in the work they do. 


Act now. Get together with the 
contractors and dealers and utility 
in your district. With them organize 
all the local forces that can be mobi- 
lized. Start a united drive to create 
electric range sales. Your profits will 
amply repay your efforts. 


To assist you in the formation of 
the Local Electric Cookery Councils, 
a comprehensive program is outlined 
in the “Plan Book.” Send for your 
copy. Address the National Electric 
Cookery Council, 420 Lexington 
Avenue, New York City. 


RY COUNCIL 
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“VICTORY in °33” 


threshold of this new year of 1933 
he faces the old problem of balancing 
overhead with profits. 

This year, however, he can no longer look 
to operating economies alone to balance his 
budget. For the past two years he has been 
trimming his ship until, in many houses, 
operating expenses have already been re- 
duced to the point where further economies 
would only result in an impairment of the 
services rendered and thus would not be true 
economy after all. 

So, as he enters 1933, the electrical whole- 
saler’s real hope for balancing his budget 
lies in profits, in the sale of profitable lines 
to profitable accounts. 

ELECTRICAL WHOLESALING, as it enters 
its fourteenth year of service to the electrical 
wholesaler and his salesmen has, therefore, 
chosen selling as its major editorial objec- 
tive for 1933. 

During the past two years we have spon- 
sored “The Jobber’s Salesman’s Plan’’ for 
market development. We have proposed 
E.L.S.A.—a plan of unified economy and 
coordinated selling for the electrical indus- 
try. In our editorial pages we have conscien- 
tiously endeavored to serve the wholesaler 
and his salesmen by pointing the way to 
operating economies and planned selling. 

With all due modesty we believe that 
these efforts, which secured for us the A.B. 
P. medal for outstanding editorial service to 
our field, have definitely assisted electrical 
wholesalers in adapting their operations to 
meet the existing conditions. 

1933, we believe, presents us with an even 
greater opportunity to serve the electrical 
wholesaler. As his profits this year will 
largely depend upon his sales, so will his 
sales be governed by the effectiveness of the 
selling efforts of his salesmen. 


AN the electrical wholesaler ‘crosses the 
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Hence, to stimulate wholesaler’s salesmen 
to more effective selling efforts, ELECTRICAL 
WHOLESALING is this month launching its 
nation-wide sales drive—“Victory in 733.” 

As our contribution to business recovery, 
we will award several thousand dollars in 
cash prizes to those wholesalers’ salesmen 
who report outstanding sales performances 
during the next six months. 

“Victory in 33” is a well-rounded industry 
activity. It provides the manufacturer with 
a practical vehicle for stimulating the sales- 
men of his distributors to greater efforts on 
his own products. It offers the wholesaler 
a balanced sales program which embraces 
not one but many of his established lines, a 
program which relieves him of all clerical 
details because each salesman keeps his own 
records. 


ND, for the salesmen of the wholesaler, 
“Victory in ’33” provides the stimula- 
tion of taking part in a national sales con- 
test, a contest sufficiently broad in its scope 
to offer each participant a fair opportunity 
to secure a prize and with the further prom- 
ise of recognition of his efforts through the 
privilege of wearing the “Victory” emblem. 
On pages 17 to 21 we formally launch the 
January contest. Here will be found the 
rules of the contest, the names of the partici- 
pating manufacturers and pertinent mes- 
sages from wholesalers and from your 
editor. 
The contest is on. Time is the salesman’s 
most perishable asset. 
Let’s get started! 


ily Sy eae 


EDITOR 





























Training Salesmen 


for Contractors and Dealers 


NE hundred and thirty thoroughly trained sales- 
OC) men, saleswomen and saleswomen-demonstrators 

were made available to the various branches of 
the electrical industry of Greater Cleveland during 1932 
through the sales-education efforts of the Electrical 
League, a distinctive feature of the League’s market- 
development program last year. 

The League’s _ sales-training 
program is the outgrowth of 
many years of preliminary plan- 
ning and surveying. It is based 
on the conviction of J. E. North, 
president of the League, that 
trained salesmen and saleswomen 
are the key to greater volume for 
every branch of the electrical m- 
dustry. It has been directed along 
six lines: 

1. Training salesmen to sell 
wiring and lighting to residences 
for the electrical contractor. 

2. Selecting women to act as 
saleswomen - demonstrators and Cleveland, O. 
training them thoroughly in the 
selling points of small appliances. 

3. Drilling practical homemakers in the selling points 
of the electric ironer so that they might serve dealers 
as prospect locators or “sales scouts.” 

4. Training practical homemakers in a similar fashion 
to act as “sales scouts” for refrigeration distributors. 

5. Giving special sales training to saleswomen already 
employed by department stores and other retail dealers. 

6. Sponsoring an evening course in electrical mer- 
chandising and business management at a Cleveland col- 
lege which can be counted on to furnish all branches of 
the industry with.men and women with superior sales 
training and with background which fits them ideally 
for executive positions in the sales divisions of the 
industry. 

The first activity, that of training salesmen for con- 
tractors, should be of special interest to electrical 
wholesalers. This activity was originally launched at a 
breakfast meeting held at League headquarters. While 
an attendance of 25 contractors was anticipated, 58 per- 
sons were present. Suitable booklets were made availa- 
ble by the League, together with a mailing list of home 
owners. This list, which was divided among contrac- 
tors according to communities, received post cards of- 
fering free duplex convenience outlets. 

The contractor followed these cards with a personal 
call and gave the home owner the booklet to read while 
installing the free outlet. As, in every case, he had to 
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J. E. North, 
President, Electrical League, 





In Cleveland the utility does not engage in 
active merchandising. It aggressively pro- 
motes the use of electricity through the 
local Electrical League with the active co- 
operation of wholesalers and manufacturers 


go to the basement to open the service switch 
this gave him an opportunity to discover the 
wiring and appliance needs of that home. 
These he could suggest after installing the 
receptacle. 

In order to carry out this campaign effec- 
tively, the League proceeded to select one 
salesman for each participating contractor 
and started to train these men in accordance 
with a definite schedule, sharing the expense 
with the contractors. 

The salesmen, 10 in all, received a week’s 
intensive training at League quarters. They 
learned not only the elementary technique of 
selling, but they learned also what to sell. 
They absorbed the League’s doctrines on wir- 
ing and lighting; they learned how many 
convenience outlets are required for each room in the 
home and where they should be placed; they learned 
what lighting fixtures should be used, where they should 
be placed and how they should be controlled, and they 
made a study of specialties and new products particularly 
adapted to modernization. 

Most of this information was imparted by members 
of the League staff and by the field supervisor, espe- 
cially engaged for the campaign. Supplementary instruc- 
tion, however, was given by representatives of manu- 
facturers and wholesalers who appeared before the group 
to discuss specific products and applications. 

With the week’s training over, the salesmen went out 
in the field to supplement their theory with actual sell- 
ing experience. They were recalled to the League each 
Saturday noon, however, to add to their information, 
discuss their experiences and find the solutions to specific 
problems encountered in the field. 

The results of the campaign in which these men en- 
gaged were not startling. But at its conclusion the par- 
ticipating contractors uniformly announced that they 
were satisfied and that they believed they had taken a 
step in the right direction by employing League-trained 
salesmen to work the residential wiring and lighting 
field. It is significant that all 10 of these men still are 
employed in the electrical industry and that they have 
agreed voluntarily to meet at the League each Saturday 
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afternoon and continue their electrical sales education 
in an informal manner through discussion of sales 
problems. 

Training of demonstrator-saleswomen, the second 
League sales-training activity, was undertaken after the 
League had become convinced that most dealers’ demon- 
strators possessed little or no training in selling the use 
of appliances and that the dealers were helpless in acquir- 
ing competent help because there was no source of 
trained demonstrator personnel. The League undertook 
to furnish such a source. 

Thus far three groups of demonstrator-salewomen, 25 
in all, have been trained and practically all the “gradu- 
ates’’ now are regularly employed by League members. 
The League started by exercising the utmost care in the 
selection of women for training. They were secured 
on recommendations from several sources to which the 
League had access, particularly organized women’s 
groups which had been contacted by the League’s Lec- 
ture Bureau and from clergymen. All received a two- 
week course of training at the League, the number of 
hours of instruction daily being comparable to an ordi- 
nary business day. 

The first 11 women were thoroughly trained in sell- 
ing the use of all appliances, but it later became apparent 
to the League that it was preferable to restrict the 
training to small appliances, and this practice was fol- 
lowed with the later groups. 

Instruction was given by members of the League staff, 
which includes one man who was for six years sales man- 
ager of an electric cleaner company, one man who served 
as district manager for an electric refrigerator distribu- 
tor and two college-trained women who have had one 
year’s instruction at Prince in Boston and served sev- 
eral years as trainers in department stores. This staff 
instruction was supplemented by talks on specific appli- 
ances given by representatives of manufacturers and 
wholesalers. 

Instruction of 30 women to serve as sales scouts for 
refrigerator dealers was carried out in accordance with 
the same scheme. The women were carefully selected, 
preference being given to those with wide church, or- 
ganization or social connections. At League headquar- 
ters they were trained in elementary sales technique and 
were thoroughly drilled in food preservation and in the 
hygienic and economic advan- 
tages of the electric refrigera- 
tor. Then they dispersed to 
their homes to locate prospects 
and create desire for refriger- 
ator ownership in the course 
of their regular social contacts. 

Thirty women of the same 
type were chosen in a similar 
manner to locate and create 
prospects for electric ironer 
dealers. These women received 
the same training in sales tech- 
nique as the refrigerator group 
and in addition they received a 
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Sales meeting of Cleveland contrac- 
tors at League headquarters 
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thorough grounding in the operation of the ironer and, 
incidentally, in its advantages. When these women were 
graduated, most of them were supplied with ironers on 
a loan basis by distributors in order that they might give 
object lessons in the advantages of the ironer to visitors 
at their homes. This activity was the backbone of the 
League’s ironer promotion campaign for the year. 

Training of dealers’ employes, started by the League 
a few weeks ago, was an integral part of the League’s 
campaign for bigger and better Christmas volume. 
Thirty-five employes of member department stores and 
other dealer organizations, many of them new at their 
jobs but others seasoned salespeople, were enrolled 
the course. 

The students met at League headquarters five, evenings 
weekly for two weeks, devoting the period of 6 to 8:30 
p.m. to class work. Instruction, covering the advantages 
and use of all small appliances, was given by one of the 
League employes who formerly was training director for 
a Cleveland department store. 

Looming in the background of all this specialized sales 
training work is the three-year course in electrical mer- 
chandising and business management at Fenn College, 
an educational institution operated by the Cleveland 
Y.M.C.A. 

Through these diversified activities the League aimed 
to develop the sales ability of the employes and potential 
employes of the industry. One important task, how- 
ever, remained—training the employer himself to sell, 
particularly the small dealer. The League met this prob- 
lem by organizing what it called a retail clinic, a series 
of weekly evening meetings at League headquarters to 
which dealers not only were invited, but even were asked 
to pledge attendance, 

At these meetings the League attempted to teach the 
fundamentals of merchandising and at the same time to 
emphasize the desirability of handling standard lines of 
merchandise. Five meetings were held, each addressed 


by an outstanding local or imported authority on some 
phase of merchandising, advertising, sales promotion or 
selling. 

In all, the League believes it has worked out a compre- 
hensive program of sales training and that in doing so 
it has set its feet on a path of real helpfulness to the 
electrical industry. 
































To Sell Tubes 


Cultivate the Service 


By HENRY W. YOUNG 


Pacific Coast Representative 
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@ In Los Angeles there is a distributor who specializes on 
radio tubes exclusively. He has found it good business 
to develop close relations with the radio service man 


N unusual type of distributor is to be 
A found in Los Angeles. This distribu- 

tor, far from accepting the general 
opinion that the whole radio line is not enough 
on which to build a successful jobbing busi- 
ness, has selected just one part of radio—tubes 
—on which to center his activities. The man 
who has determined upon being a tube spe- 
cialist is A. H. Ferris, sole owner of the 
Western Radio Wholesale Co. 

“It is a nice, clean business in the first 
place”, says Mr. Ferris, “and in the second 
place it is never going to be large enough, 
if I can help it, so that instead of running it, 
it will run me. I think that in the long run 
a specialty like this will produce more profit and with 
more piece of mind.” 

Quoting him further: “Our main sales effort is 
directed to the radio service man. This of course, means 
the radio store which employs a service man. But as a 
result of the depression, we now find two other classes of 
service men. In many cases the radio dealer’s business 
has been curtailed to such an extent that he cannot af- 
ford to keep a service man on a salary basis. He has 
therefore made a deal with his service man whereby 
he continues to operate from the dealer’s store, but upon 
a concession basis. He gets the store work and takes 
other work on the side. In other cases these service 
men have banded together into exclusive radio service 
companies or partnerships. Both of these classes of 
service men are on their own and are in reality dealers 
so far as tubes are concerned. We serve them on the 
same basis as we do the regular dealer. 

“We seek first to sell these dealers on our house. 
This comes before the product, for the reason that for 
the most part these men are not so much business men 
as they are engineers and technicians. It is of prime 
importance, then, to win their confidence so that we 
can work.with them to solve their business problems.” 

As an example of the methods which Mr. Ferris em- 
ploys to build confidence in his house, a service men’s 
club, knew as the Associated Radio Technicians may 
be mentioned, an organization which he has revived and 
for which ‘he is mostly responsible. This is an organi- 
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zation of service man which had 
been all but disbanded. He got 
them together again and put new 
life into the meetings. He has 
given them the use of his large re- 
ception room as a place in which 
to hold these semi-monthly meet- 
ings, and is always present him- 
self and takes part in their pro- 
ceedings. 

The result has been that the 
meetings are attended by some 60 
service men and excellent lectures 
are given by heads of service de- 
partments of local and national 
manufacturers, together with dis- 
cussions among the members. Each 
member pays dues of 50 cents a 
month to cover services of a sec- 
retary and such announcements as 
are sent out. 

In doing this, he has performed 
a real service for the industry, lo- 
cally, and is fully entitled to the 
benefits which may come to his 

company, incidentally, as a result. From the distributor’s 
. standpoint, in almost any locality, this idea is well worth 
looking into. In many places there are these service 
men’s organizations that are no more than holding their 
own, or perhaps are defunct. These can be revived by 
the energetic distributor, or if there is no such nucleus 
it would not be a difficult matter to organize such a 
club along the above general lines. 

Concluding, Ferris holds these three factors in rela- 
tion to the house as of prime importance: (1) “Sell the 
service men on your personal integrity.” (2) “Sell them 
on the sincerity of your interest in their improvement 
from both a financial and a mental point of view. Put 
them in the path of new developments and help them to 
keep out of a rut into which, due to the technical mind, 
they are so apt to fall. (3) Have salesmen who can go 
to them with the ability to tell what a tube is and what 
it will do, and who are able to point out the proper 
applications of the product. In this class of service the 
tube specialist can hope to excel. He is no better than 
the general house in packing and delivering. But by spe- 
cializing he can know more about tubes and can give 
more information to his dealers than he could if his 
attention were divided. 

The Western Radio Wholesale Co. occupies a mod- 
ern building, sub-leasing such portions as are not re- 
quired for its own business. Two lines of tubes are 

‘handled and Mr. Ferris employs two salesmen who de- 
‘vote their entire efforts to radio tubes. 
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A. H. Ferris 
Western Radio Wholesale 
Co., Los Angeles, Calif. 
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a and contrac- 


tors, working with their local 
decorators, can sell "Strip Light- 
ing" to increase the sales and 
rental values of existing buildings 






"Strip Lighting" as utilized by a decorator at New York Flower Show 


New Business from Strip Lighting 


By WALTER CHESTER 


Advertising Counselor 
New York City 


fronted—at this most opportune moment—with a 
most amazing opportunity for new business on a 
large scale. 

And this new business—which is being revealed with 
rather dramatic suddenness—is the result of a new de- 
nouement in decorative circles, involving the use of wall 
lighting effects as an integrative feature of interior en- 
sembles. 

This new and increasing vogue for “Strip Lighting” 
received its most theatrical and spectacular emphasis at 
the recent International Flower Show, held at Grand 
Central Palace in New York City. 

Here the exhibit of the Corning Glass Works, de- 
signed by Walter Teague, held everyone enthralled by 
its compelling beauty—a beauty and charm not less 
due to the unique “Strip Lighting” effects than to 
the flower arrangements themselves. As a result of the 
Teague exhibit and the widespread discussions it has 
precipitated among leading decorators and architectural 
lighting experts, “Strip Lighting” has been projected to 
the very center of the stage of both decorative and elec- 
trical interest. 

For “Strip Lighting,” properly promoted, means new 
business—now—for both the decorator and the electrical 
industry! 

To the decorator it means a chance to develop new 
business within present pocket book limitations of old 
friends and customers—and a splendid avenue of ap- 
proach to hundreds of new prospects in each community. 
Because “Strip Lighting,” as decorators call it, makes it 
possible to get perfectly marvelous lighting effects, with- 
out structural changes in existing buildings, at compar- 
atively moderate costs, both as compared to past deco- 
rative practice and in contrast with methods of deco- 
rative lighting heretofore in use. Because of “Strip 
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T electrical industry has suddenly been con- 


Lighting” the use of light itself as a decorative element, 
as a “tool” for the decorative artist and craftsman, takes 
on new weight and significance by giving to the deco- 
rative designer the inspiration for an infinite variety of 
interior treatments never before possible. 

Of course, this all means a big brand new market for 
the electrical industry—and a timely one, because its 
application at the present moment is to old buildings 
rather than to new ones. Its value and big selling fea- 
ture, at the moment, is that it provides endless oppor- 
tunity for the storekeeper and the landlord to utilize 
light effectively to brighten up and give new, fresh in- . 
terest to store and office interiors—to affect trade and 
hold tenants—in the least expensive way. With a few 
dollars worth of beautification by the new lighting tech- 
nique hundreds of dollars can be added to sales and 
rental values now when it is needed most. 

Obviously since the same immediate and potential op- 
portunity for this new lighting exists in the residential 
and public building fields, where the decorative designer 
has heretofore found his strongest support, here is a 
place where good team-work between decorators and 
the electrical industry will make money for both. 

With the aid of the electrical industry the rich, lucra- 
tive fields of store and office decoration can be developed 
to an extent never before conceivable. The mutual re- 
sponsibility is evident. Decorators will find it to their 
advantage to post themselves on the electrical technic 
involved in the new lighting vogue. The electrical in- 
dustry must give attention to the decorative phases of 
lighting revealed by the new method in order to make 
the most profitable adjustment to it. 

Every factor in the industry shares in this responsi- 
bility. Contractors must seek out and work with decora- 
tive artists and craftsmen in their own localities. Whole- 
salers and their salesmen must coach, encourage and give 
practical aid and counsel to their contractor customers to 
this end. Central station lighting experts must encourage 
both contractors and wholesalers’ salesmen to work 
effectively along this line both by precept and example. 
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How | Work With My Salesmen 


By W. W. CROCHERON 


Sales Manager, Inter-Mountain Electric Co. 


Salt Lake City, Utah 


HILE distributor ter- 

ritories in some of the 

larger cities are -lim- 
ited almost to a matter of 
blocks, this represents one ex- 
treme. Out here in the Rocky 
Mountain territory, which has 
Salt Lake City as its trading 
center, we operate in a section 
roughly 800 miles north and 
south. by 600 miles east and 
west, or almost half a million 
square miles. And in all this 
area there are less than a mil- 
lion people. 

Therefore, whatever princi- 
ples I may follow in working 
with my salesmen in such a ter- 
ritory are necessarily governed 
by these abnormal conditions. 

After years of careful study, 
it has seemed advisable to have 
our men live in certain strategic 
cities. They seldom come in to 
the home office except twice a 
year for our semi-annual sales 
conferences. 

So, as sales manager, if I am 
to see my men, get to know them intimately, and make 
myself useful to our common purpose of getting the 
business, I must go to them rather than have them come 
to me. . 

Monday and Tuesday find me in the office attending 
to such detail work as cannot be avoided. The rest of 
the week until any old time on Saturday, I am in the 
field. Sometimes I take a train, sometimes drive and 
frequently have recourse to planes. But as best I can 
| endeavor to spend four days with each salesman every 
two months. 

Aside from the necessity of working with the salesmen 
to help move goods, it is necessary for a sales manage1 
to get out frequently, if he is to exercise that other 
function, which he must perform if he is to com- 
pletely live up to his job, to familiarize himself with the 
buying habits of the people in his territory. This is in 
reality a purchasing function. He and his salesmen 
cannot sell successfully unless they know what will sell. 
Just as an example, suppose there is a very fine perco- 
lator which was campaigned in Los Angeles where 5,000 
were sold in one week. It would be very reasonable for 
the manufacturer to come to Salt Lake City and urge 
that it be taken on there. He would say that 500 or 
even 1,000 ought to go quickly by employing the same 
methods. Any one familiar with Salt Lake City, only, 
might say the same thing. But the campaign would 


A hard hitting sales manager, who is 

loved and respected by his men, tells 

how—like a football coach—he puts 

a zip into their work which makes 
them like it 





W. W. Crocheron 


probably be a failure because, 
although Salt Lake City is about 
60 per cent Gentile, practically 
all of the rest of Utah is of the 
Mormon religion, and it is not 
in accordance with their faith to 
use stimulants or narcotics, in- 
cluding coffee. 

But getting back to the sales- 
men. How do we work together 
when I am in their territory? 

On each trip into a territory, 
two general items are selected 
on which we wish to place spe- 
cial emphasis. One is a high 
unit sale, such as a range or 
refrigerator. The other is some 
general item. These are chosen 
for their seasonability or be- 
cause of some particular tie-in 
in that territory. In a general 
way, we concentrate on these 
items, 

More specifically, however, 
we get busy on one or two of 
the items where the compara- 
tive sales reports show that this 
particular salesman is weak. On 


the opposite page is shown a typical report of sales for 


the month of July for the electrical end of our business, 
our men also sell automotive lines. While these are 
actual sales figures, they do not show the man’s total 
productiveness because they represent the electrical end 
only and because they include written sales only and not 
total territory sales. 

I keep this record carefully month by month and go 
over it with each and every salesman. At first some of 
the most temperamental men disliked having their sales 
openly compared with those of all the others, but they 
soon saw it in the right light and now this monthly 
report is the source of considerable friendly competition. 

This comparative report allows me to sit down with 
a salesman and show him where he is not hitting the 
mark with certain commodities on which our other men 
are having fair or excellent results. Then we work out 
ways and means to increase sales on those lines, and 
this generally simmers down to my going out with him 
and raising heaven and earth to get some orders and 
demonstrate that it can be done. 

Another thing that is continually preached is that 
“Want Book” orders are but half the battle. After the 
salesman has finished with a dealer or contractor, as far 
as his immediate wants are concerned, it is necessary 
to start with the shelf. If this rule is not adhered to on 
every call, and our salesman gets only the “wants,” the 
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next wholesaler’s man may come along right 
after him, and finding the “want book’ empty, 
concentrate on the shelf and get more perhaps 


than our salesman did. 


To facilitate this shelf checking we pro- 
vide a simple form, which is also reproduced, 
and which I ask our salesmen. to use in check- 
ing dealers’ stock. These are mailed in to the 
office daily. This is routine, but it is a reminder 
and a help to the salesman in getting the last 
drop of blood out of the turnip. As these 
reports come in we get considerable informa- 
tion from them, particularly the last column. 
If many “outs” are checked, without the cor- 
responding ‘“‘solds,” this naturally makes an- 
other subject for conversation with the sales- 
man the next time I am in his territory. 


At the top of this last mentioned 
form you will note the heading 
“80% Inter-Mountain Electric Co. 
80%.” In our sales family this 
means perhaps the biggest idea that 
we are constantly trying to put 
across. To others it is purposely 
a blind, so that the customer will 
ask our salesman what it means. 

Briefly, the 80 per cent idea is 
this. If our salesman can have 80 
per cent of the business of any good 
dealer he can afford to give that 
dealer 80 per cent of his time and 
effort, and only 20 per cent to all 
the other dealers in that community. 
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Monthly recapitulation sheet shows each sales- 
man how his sales compare with those of the 





CONDITION OF STOCK 


other men on each line 





OK 


Fair | Out | Order [Sotd Vv 





Jacks 


Horns 
Ignition Parts 


Small Tools _ 


—}--—_— 
| 


. , 


The salesman uses this form on each call to 
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on the other hand, be my whole aim 
to provide you with my goods only 
in such amounts as we together will 
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He will get a better volume in that 
way because he can then afford to 
give a great deal of this 80 per cent of his time to help- 
ing that dealer move his goods out to the ultimate 
consumer. 

Sooner or later every one of our salesmen goes after 
some selected dealer in each of his communities with 
that definite aim. He keeps hammering away on the 
idea at every opportunity with the result that more and 
more dealers are being shown the light, and after all 
it is logical. The main arguments that the salesman uses 
in putting across the 80 per cent idea are these: 

1. “Suppose, Mr. Dealer, there are four dealers in this 
town of which you are one. Suppose I can spend two 
days here each trip. If you will give our house 80 per 
cent of your business, month in and month out, | can 
and I will spend a day and a half with you on each trip. 
I will give you everything I have on the ball and every- 
thing that our house and the manufacturers can pro- 
vide. I. will help you with your windows. I will even 
go out and help you with your customers, I will even 
wait on store if necessary, make demonstrations and, in 
short, give you real assistance in making these goods 
move. I can afford to do it and the other half day I will 
only make the ordinary kind of calls upon the other 
dealers.” 

2. “You ask why I do not make it 100 per cent. For 
the simple reason that our house can never serve you 
100 per cent nor can any other. There are some things 
you will need that we cannot supply.” 

3. “There will be no temptation for me to overload 
you with stock. If you give me 80 per cent of your 
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d | ‘ be able to sell at a good, fast turn- 
eae Sect OS over rate. We will both make larger 
profits.” 


4. “It is to my interest as a salesman to have fewer 
and larger accounts. I will make more money that way 
and I can help you to make more, too. If you split your 
business among all the competing salesmen who call on 
you, none of us can give you the service to which you 
are entitled.” 

5. “Again, in the event of unusual credit stringency 
in your town, suppose we have $1,000 outstanding here 
which is divided up among four houses, or suppose, on 
the other hand we have $800 with you and $200 divided 
among the other three. Who is going to get the breaks? 
Who are we going to push hardest, our biggest and best 
customer? Certainly not. We cannot afford to do that, 
and thus so seriously embarass you that we might lose 
all. From the credit standpoint it is plainly to your 
advantage to deal with one house to the extent of at 
least 80 per cent of your purchases. It is then up to 
that house to first analyze and watch your business very 
closely so as not to extend more credit than your busi- 
ness can support and then, once having extended it, to 
back you up to the limit. 

Between our 80 per cent plan and the bolstering up 
of weak spots in the general work of the salesman and, 
finally, by concentrating on certain specific items, the 
three or four days spent with each salesman go by won- 
derfully fast. And above all, this regular contact with 
the men promotes that “family” spirit that you people 
get who can have your men come in every morning or 
every week end. It is necessary to have this spirit, and 
I am willing to travel as far as necessary to get it. 
































Breaking Into A New Territory | 


e This salesman decided that the best way to become 


established with his trade was to know more than his 
competitors about the uses of the products he sold 


OW can a cub salesman get into 

the game? What can he do to 

make his presence felt most effec- 
tively? Every year there are some hun- 
dreds of new salesmen starting out for the 
first time in the electrical supply business 
and these questions are uppermost in the 
minds of all of them. 

Perhaps the “system” followed by J. H. 
Guilbert of the Service Electric Supply 
Co., San Jose, Calif-, may be of interest 
to some of the other “infants.” He started 
out into his territory cold, some months 
ago, after having spent his apprenticeship 
on the inside. 

“There are few industrials in our terri- 
tory,” said young Guilbert, “and as a con- 
sequence I have concentrated my efforts 
on the contractor and dealer. Since I have 
been on the outside, there has been little 
opportunity to sell, owing to the condi- 
tions. I have heard from the old-timers 
how it feels to make plenty of sales. But 
any considerable volume of sales during 
the last few months has not been in the 
picture. 

“I have heard about the wholesaler’s 
salesman being an ‘order taker,’ but with 
the contractors doing very little even that 
name could not be pinned on me and be 
made to stick very well. I decided, there- 
fore, that the thing to do was to be my 
contractors’ helper in every way possible, 
and by putting in a few months along that line I might 
be able to establish myself to an extent that would re- 
sult in a lot of business when things began to open up. 

“First I made a study of the new things that were 
coming out that the contractor or dealer might have 
heard nothing about, or upon which he might have little 
information. Also, I concentrated on items which due 
to the conditions they found it difficult to get. 

“As an example, thin wall conduit is a rather new 
thing in our locality, and I found that the contractors 
were in need of more information about this product, 
comparative costs, etc. By reading up on the subject 
and from consulting with the manufacturers, I got all 
the information I could and assembled it in simple form 
so that I could give them the information easily. Hav- 
ing used it on one, I found that it was a simple matter 
to bring up the subject with many others that I called 
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An Interview with 


J. H. GUILBERT 


Salesman, Service Electric Supply Co., 


San Jose, Calif. 





J. H. Guilbert 


upon and use the information 
over and over. 

“A certain contractor wanted 
a daylight commercial unit for 
a particular purpose. To be 
brief, he wanted to obtain a 
white light but without going to 
the expense of installing the 
high-priced units that are ordi- 
narily used for the purpose. 
Finally I was able to locate one 
for him. It necessitated a lot 
of correspondence and a special 
trip to San Francisco, but I 
was finally successful. While 
this contractor was appreciative 
of the service rendered, the 
main point is that I was a whole 
lot more familiar with daylight 
units of all kinds than I was 
before, and able to talk with 
much more authority on this 
subject. 

“T have a dealer, an old Ger- 
man, who thought he was the 
last word when it came to cof- 
fee, how it should be made and 
how it should taste. His con- 
tention was that it was impos- 
sible to make good coffee in 
porcelain. How he had arrived 
at this opinion I could not find 
out. He just said it was so and 
that ended the discussion, and 
also any hopes of business for 
me, as I carried a line of coffee 
percolators and urns of porce- 
lain. So I hunted for a long 
time in the library and finally 
ran on to a bulletin, issued by 
the Massachusetts Institute of Technology, which told 
all about coffee making and proved that coffee made in 
porcelain is of better quality, that the utensils do not 
corrode and are easier to clean. 

“This data, from a well-known authority, was assem- 
bled in a convincing form and taken to my German 
friend and by means of it I was able to win him over 
to my line. And here again my efforts to sell the line 
to others were made more effective by the very fact that 
my work in digging out the information myself gave me 
confidence to set myself up as a sort of coffee expert. 

“T like to take new things like the cordless iron, ex- 
periment with them and by frequent demonstration seek 
to get the name of being an encyclopedia of informa- 
tion. Probably I look too young to pass as a complete 
encyclopedia, but if I can look like and act like an 
abridged one I will be satisfied.” 
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N. J. Etienne 


E wholesalers must remember, that under the 

conditions of today, there is such a thing as a 

dealer trying to get too big. Everybody has 
been telling him that he cannot be a merchandiser unless 
he employs salesmen to go from door to door and drum 
up business. That is all right if he is well financed and 
has the right kind of salesmen. But the average “sales- 
man” applying today either is not a salesman or, if he 
is, he has an underlying motive to make money some 
way out of the situation that is not going to be very 
good for the dealer. Did you ever go out with a dealer 
and help try to clear up the mess after one of these fly- 
by-nights has finished and gone? 

While we have large dealers as well as small, the 
most profitable small dealer these days is very apt to be 
the fellow without any salesman but himself and who 
is putting his whole heart and soul into getting the busi- 
ness. Play with him. He is the one who will get bigger. 

First, last and all time strive for the best interests of 
your dealers. It is not sufficient to just help them with 
their windows, and perhaps do a little selling for them 
in their territories. Show them how to run their busi- 
ness. Show them that if you are interested enough in 
them to put the fate of your line in their hands, then 
they ought to open up to you the very insides of their 
business. 

Taking them right through, large and small, most of 
them do not even know how to make out a financial 
statement that will get them any kind of a credit rating. 
I well remember one who got up what he thought was 
a financial statement but which in reality was more like 
a death warrant. Nobody on top of the green earth 
would have given him a dollar’s worth of credit on-the 
face of it. Looking into the matter we found that he 
had considerable worth from a credit standpoint and 
after we had gathered all the facts and presented them 
in the way they should be he was entitled to a consider- 
able line of credit, even in these times. 

You cannot always judge a dealer by his front. Sup- 
pose you go into a small town for a dealer and there are 
two available. One has a large store, seems well financed, 
has people around him and appears to be aggressive. 
The other is a little fellow, but with certain earmarks 
that you will note. It does not always pay to jump for 
the bigger fellow. He may not always do the best job 
for you, though he may apparently be doing a good job 
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Common Sense 


About Dealers 


A few homely truths about the appliance dealer, 
how to select him and how to work with him 


By N. J. ETIENNE 


Manager, Wholesale Appliance Dept., 
Chanslor & Lyon Stores, Inc., 
San Francisco, Calif. 


on a large number of lines. But that’s the point. Will 
he absorb yours and do the better job of the two? 

For that reason we never jump at conclusions. We 
study that little fellow. Suppose we find that he has 
just one thing in mind—to make sales—and is not so 
interested in having the biggest and showiest store in 
town. And suppose we find out that he does know how 
to sell; and that he is willing to sell by his own efforts 
and is not trying to make his profit wholly off his hired 
help. We may prefer to take the little fellow and help 
him to grow. In many cases he will be by far the best 
outlet because of his relentless effort to sell our line. 
One of the best dealers we ever had, in proportion to 
the opportunity in his territory, was a butcher who was 
just bound he was going to sell radios. And he did. 


yee I am not proposing the small dealer as the 
cure-all for our merchandising problems, yet I must 
say one more word for him. He is always more “get- 
at-able” than the big organization and you can mould him 
better, always presupposing that he has the stuff in him 
that makes it worth while. The big department stores 
and similar institutions have their own ways of doing 
business which you cannot change. Likewise you cannot 
tell their help what to do and get away with it. 

I-know a man who was the manager of the radio de- 
partment of a large department store. They had big 
display rooms with sets of all prices and qualities. This 
man told me that from his observation in four out of 
five cases the customers who came into that department 
would have bought higher-priced and better sets than 
they did. Why was this? Because he could not get the 
sales help to sell these sets. They had been trained to 
sell “low price.” He could never get anything else into 
their heads and make it stay there. 

Manufacturers have many good retail selling ideas and 
it might be said many bad ones. The distributor has 
developed many good selling ideas, and we will say for 
the sake of argument, a few bad ones. The dealer has 
developed a great many selling ideas good, bad and indif- 
ferent. The distributor should be a clearing house for 
all these ideas, feeding them to his dealers when and 
where they will be most effective. 


























Why Should a 


Prospect Buy 


From YOUR Dealer? 


sonal interview with Housewife Smith—or bet- 

ter, with Mr. and Mrs. Smith together—what is 
he to say, and how is he to say it, in order to lead most 
surely to the getting of an order? 

Unfortunately, clear thinking on this subject on the 
part of the man most concerned—Salesman Jones—has 
been hampered because the so-called “psychological” 
nature of the problem is such as to invite the attention of 
mystics, fictionists, President’s sons with hot ideas, the 
“inspirational” boys and a regular Noah’s ark of down- 
right fakes. 

The big idea behind most of this jumbled miscellany 
of inspirational anecdotes, tricks and schemes—nearly 
always so complicated or vague that nobody knows 
whether they will actually “work” or not—has been to 
sell the salesman a state of mind where he thinks he has 
found a substitute for work. None of us like to be 
warned that “there ain’t no such animal,” but this is a 
good time for someone to wake us from our dreams of 
something for nothing. 

Yet real assistance is available, usually without money 
cost, for the salesman who is willing to accept it. The 
electrical field is probably richer than any other in com- 
mon-sense, practical sales helps. These methods may 
seem vulgar and low-brow to the sort of man who has 


A FTER Retail Salesman Jones has secured a per- 


his heart set on something mysterious that will give him ° 


a life of workless ease, but the wholesale representative 
who is looking for genuine help for the retail salesman 
in his territory will find in these methods the honest 
fundamentals, the sound reasoning, the basic facts—and 
the simplicity—that will aid him in getting real results. 

It may seem presumptuous—possibly it is—to attempt 
to cover in the brief space here available a program that 
can be of practical value to the electrical wholesaler’s 
field representative. A study of the training plans of the 
leaders in the electrical merchandising field, however, 
shows that in one form or another the same funda- 
mentals run through all of them, and it is those funda- 
mentals which we shall attempt to set down here in 
condensed form, with the idea that the outline should 
help the wholesaler and his retail dealers to: 

1. Induce retail salesmen to think more about their 
jobs. 

2. Give the salesmen something definite as a direction 
for their thinking. 

3. Give them something definite to do in working 
out the problems of their everyday activities. 

4. Provide a workable basis for their supervision. 

If a dealer’s retail salesmen are simply taking their 
daily contacts as they come and making no sustained 
efforts towards improvement in their methods of deal- 
ing with prospective buyers, it is pretty certain that the 
boss himself has done very little thinking in that direc- 
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By DAVID R. OSBORNE 


Sales Training Director 
Studebaker Sales Corp. of America 
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The wholesale representative seeking genu- 
ine help for the salesmen of his dealers 
must adopt methods based on honest funda- 
mentals, which will provide real results 


tion. If this is the case the wholesale representative’s 
first job is to sell the man in charge on the idea that 
something can be done and the natural place to begin 
is to help the dealer make for the problem of retail 
selling methods the same sort of “difficulty analysis” 
that we made originally for the wholesaler’s job. 
(E. W., Mar. ’32). 

Such an analysis would show that after he has found 
his prospects, as described last month, the retail sales- 
man has five major problems to deal with in convert- 
ing these prospects into buyers: 

1. He must know his product in terms of what it 
will do for the buyer. 

2. Then he must use this knowledge in making a 
direct appeal to the “buying motives” of the individual 
buyer. 

3. He must know how to stay on the track and 
make his presentation register. (How many salesmen 
leave you with a clear-cut idea of why you should buy 
their products ?) 

4. He must have some method of meeting objections ; 
or, preferably, forestalling obstacles. 

5. He must know how to make his presentation so 
convincing that “closing” is the only logical thing to do 
when he has finished. 

This is not always so easy as it sounds. For one 
thing, the natural tendency is to set out to think about 
the product as a physical piece of merchandise, and to 
set out to tell prospects how it is made—the mechanical 
details. 


F course, many mechanical details have their place, 

but not unless the salesman can make clear what 
they will do for the man or woman who spends good 
money for the product. 

Probably the simplest way to solve this first problem 
is to prepare one’s self to answer fully this simple 
question: “Why should this prospect buy my product 
now?’ No salesman who can’t answer that question 
convincingly has any right to spend the prospect’s time 
(or his own) in making a “sales talk”. If he can answer 
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it convincingly he is prepared to solve all five of the 
above problems. 


Obviously, the question is not nearly so easy to an- 
swer as it is to ask. Getting the right answer may well 
take weeks or months. 


The salesman who is really serious about his job will 
start at the beginning and precede any attempt to answer 
by making a study of the basic motives which lead peo- 
ple to buy anything. 

There is not room here for a full discussion of them. 
(There are a number of books, however, which cover 
this subject in a practical way.) 

Almost any advertisement (at least in the publications 
where advertising rates run high and the preparation 
of copy is proportionately careful) makes a direct appeal 
to one or more of them. Try to get retail salesmen to 
study the advertising of the products you sell. Aside 
from the most simple and obvious motives, which have 
to do with satisfying the elementary desires for food, 
clothing, shelter and the preservation of one’s life, psy- 
chologists usually list about 13 “buying motives” as hav- 
ing the strongest influence on the actual purchase of 
any product: 


Acquisitiveness has to do with gaining or saving 
money or property. More important from a sales view- 
point is its relation to the elements of ECONOMy—i. e., 
getting the most for one’s money. 


Rivalry is the strong motive back of the almost 
universal (and highly commendable) desire to “keep 
up with the Joneses.” This is a competitive civilization 
that we live in and every family, every individual, is in 
competition with other families and other individuals in 
some way. This competitive spirit may or may not in- 
fluence any given person to purchase any given electri- 
cal product, but it influences every life in some direction; 
and the “standard of living’ that we think so much of— 
yes what we know as “civilization” itself—has the spirit 
of rivalry—PRIDE OF OWNERSHIP—to thank for the in- 
centive to push on. 





Imitation is closely related to rivalry and is, of 
course, the motive that is most concerned with sTYLE 
and the LIST OF PROMINENT OWNERS which every sales- 
man should have. 





In every interview, the salesman must seek the right appeal 
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Exclusiveness is the motive—important in many 
sales—that makes so many people want “SOMETHING 
DIFFERENT.” It, too, is closely related to rivalry. 

Affection is, obviously, the motive back of very 
many purchases. Many an electrical household utility 
has no direct value to the husband, but he is glad to pay 
for it, if his wIFE WANTs IT. Besides this, such attributes 
as SAFETY appeal directly to affection and concern of the 
actual buyer for the well-being of others. 

Fear or caution is a strong influence with a great 
many buyers. The most obvious appeal in the article 
itself is SAFETY, but more important in a great many 
electrical sales is the prevention of fatigue by LABOR 
SAVING, the prevention of illness by CLEANLINEsS and so 
forth. 

Curiosity should have a prominent place in nearly 
every salesman’s “appROACH”—the first words he says 
—for the approach should make the prospective buyer 
want to hear more about and see the product. 

Sympathy has often been misused by house-to- 
house and other salesmen of the “help-me-go-to-college” 
type, but it often has a legitimate place when used—in 
the same way as the appeal to affection—in suggesting 
to one person the buying of a product for the use and 
satisfaction of another. 

Constructiveness is the motive back of many HoB- 
BES, such as building radio sets, equipping a home work- 
shop and so forth. It is also the motive that is back of 
the satisfaction people get from doing a good job of 
whatever they set out to accomplish. In this sense it 
has an important place in the wholesale representative’s 
efforts to assist dealers to grade up their merchandising 
methods. 

Play instincts are strong in almost every person, 
and the wholesale man is fortunate who can get retail 
salesmen to MAKE A GAME OF woRK. It is the motive 
which, along with rivalry and acquisitiveness, is the big 
factor in making salesmen’s contests effective. More- 
ovet, many a household labor saving device has been sold 
because its use helped to give MORE TIME FOR PLAY— 
to “have fun.” 

Sociability is the motive that makes people like to 
“get together”. The enormous growth of clubs of vari- 
ous sorts since the invention of automobiles shows what 
one type of merchandise has had to do with satisfying 
the desires that are stimulated by this motive. The 
telephone is the most obvious piece of electrical merchan- 
dise—or service—which is tied in with this motive. 
Any merchandise that promotes ENTERTAINMENT OF 
social contacts of any sort has more or less sales possi- 
bilities in this direction. 

Desire for ease is orie of the strongest motives in 
the purchase of electrical merchandise. CONVENIENCE, 
EASE OF OPERATION, extent of the LABOR SAVING—these 
are typical of the attributes which appeal to this side of 
human nature. 

Desire for beauty is, naturally, satisfied by the 
APPEARANCE of the product or by the BEAUTY OF THE 
WORK it does. 

This outline is just a starter for the wholesale repre- 
sentative who sets out to help the retail salesmen in his 
territory think intelligently about building up an organ- 
ized sales story that will appeal to the fundamental in- 
stincts that lead people to buy. 
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A b rogram for 
“VICTORY in '33” 


The major problem of the entire electrical industry is to 
secure for itself a large share of the consumer's dollar. 


The electrical wholesaler and his salesmen occupy a key 
position in the industry's attack upon this objective. 


The electrical wholesaler and his salesmen can best assist 
in attaining this objective and thus contribute most to 
business recovery in the electrical field by: 


1. Working for the rehabilitation of electrical wiring 
and equipment in industrial plants, commercial 
buildings and homes, in cooperation with the elec- 
trical contracting branch of the industry. 


2. Acting as merchandising counselors to the retailers 
of electrical goods—recognizing that their own 
sales are dependent upon the merchandising ability 
of the sales forces of these dealers. 


3. Taking an active part in all local cooperative sales 
and promotional activities. 


Rising 
Barometers 

HIS year, for the first time since the debacle of 

1928, we can base our hopes of recovery upon facts. 
For the past few months each week has disclosed new 
facts which definitely indicate a reversal of the down- 
ward trend, facts which come to us from sources that 
not only command our respect but also inspire us 
with confidence. 

In a New Year’s statement on “The Outlook for 
1933” Gerard Swope, president of the General Elec- 
tric Co., says: “I know of no better index than the use 
of electricity throughout the United States. This in- 
dex is the quickest reflection of business activity be- 


cause when a manufacturer gets an order he starts a 
motor to run his machinery and turn out the order, and 
in the household the increased use of light and appli- 
ances may be a reflection of a little more employment 
or, at all events, better psychology.” 

The production of electricity reached its low point 
last July when it fell 16.1 per cent below the same 
month of 1931. Since then there has been marked im- 
provement. Latest reports, which are for the week 
ending December 17, shows the production to be within 
6.7 per cent of the same week a year ago. Thus, for 
the past five months, the trend of this important busi- 
ness barometer has been definitely upward. Over 60 
per cent of the summer decline has already been recov- 
ered. This appears to be a positive indication of in- 
creased manufacturing activity. 

Mr. Swope further states: “Another excellent in- 
dex of business activities is freight car loadings. When 
an order is completed and shipped it is immediately 
reflected in these figures. The low point in car loadings 
was reached in the summer of 1932, with a distinctly 
upward comparative trend for the last quarter.” 

This is substantiated by Raidway Age which says: 
“The increase in car loadings from June to October, 
1932, was seven times as great as between the same 
months of 1930 and 1931. * * * The trend in freight 
movement has been more favorable in the latter part 
of 1932 than in any of the previous seven years. * * * 
This increase in car loadings is the most conclusive 
evidence that could be given to the question as to 
whether business at last has begun to substantially 
improve.” 

Loans made to policy holders by life insurance com- 
panies afford another barometer of the trend of gen- 
eral business. According to data from the Association 
of Life Insurance Presidents, policy holders’ demands 
for loans advanced steadily from an average of $19 
millions per month in 1929 to $46 millions per month 
for the first half of 1932. Since June, however, they 
have witnessed a sharp drop to only $15 millions. 
This strongly indicates that general distress is becom- 
ing less acute. 

Cigarette consumption is a measure of the public’s 
ability to purchase non-essentials. Business Week re- 
cently reported the first increase in 15 months in the 
consumption of cigarettes. 

“Residential Building,” according to the same pub- 
lication, “is swinging tentatively, perhaps significantly, 
up again. July marked the turn.” 

Within the past few weeks tangible evidence of im- 
provement has also come from the textile, leather, 
cement, hotel, iron and steel, metal working and other 
industries, 

All of which supports the recent statement by the 
Westinghouse Company to its stock holders that: “The 
turn for the better has been made, * * * We are defin- 
itely going toward better times rather than away from 
them.” 
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Selling the 
Seller 


fame National Electric Cookery Council is making 
progress in the development of its program to sell 
a million electric ranges in three years. Its headquar- 
ters organization is set up and functioning. Promo- 
tional material has been prepared. Divisional directors 
have been selected and these, in turn, have appointed 
local sponsors. Three field representatives have been 
appointed and have already assisted in the organiza- 
tion of local electric cookery councils in more than 20 
cities. At the meeting of the council recently held in 
Chicago reports submitted on activities in Philadelphia, 
Milwaukee, St. Louis and Minneapolis indicated the 
important part now being played by the distributor 
and dealer in the range campaigns now under way 
in these cities. 

National advertising has been delayed, and for good 
reason. Sufficient funds for an adequate national cam- 
paign were not forthcoming last year due to general 
conditions, but it is now expected that this campaign 
will be started during March. The funds made avail- 
able last year have been purposely devoted to the neces- 
sary preliminary work of “selling the seller’ through 
trade paper advertising and the personal efforts of the 
National Electric Cookery Council’s field representa- 
tives. This is as it should be. Until everyone in the 
electrical industry is thoroughly sold on the merits of 
electric cookery the industry cannot be expected to do 
a competent selling job with the public. Unfortunately, 
many utilities, especially combination gas and electric 
companies, remain unsold on the electric range. It is 
to be hoped that such companies can be brought to a 
proper appreciation of the negligible effect of the elec- 
tric range upon their gas sales before the national ad- 
vertising program is launched. 

One utility sales manager, who has been unusually 
successful in conducting cooperative local range cam- 
paigns, stated at the Chicago meeting that dealers 
should not only display ranges, but should actually have 
a range set up and connected on their floor. Further- 
more, he said, both dealers and distributors should use 
electric ranges regularly in their own homes. He also 
stated that he found the greatest weakness of the dealer 
to be his inability to close sales and asked “Whose re- 
sponsibility is it to help the dealer to close with his 
prospects ?” 

While it is the utility’s responsibility to promote the 
idea of ‘electric cookery it is obviously the responsibility 
of the dealer to sell his own prospects on the merits of 
the particular make of range which he handles. And 
where he is unable to do this and to close the sale by 
and for himself, his distributor should stand ready to 
render him the necessary aid. Clearly it is the responsi- 
bility of the distributor and not of the utility to see 
that the dealer loses no sales through any inability to 
close. 

In every case, be he utility, distributor, or dealer, the 


seller himself must be sold, both on the merits of 
electric cookery and on the merits of the particular 
range which he, himself, is selling. This work of 
“selling the seller’ must be done in the few months 
that intervene before the National Council starts its 
task of making the American public “electric cookery 
conscious” through its projected program of national 
advertising. 
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Approved 
Cords 


pp ec unidentified, flexible cords pre- 
sent a definite fire hazard. Alarmed by the number 
of fires, shocks and fatal accidents due to electrical 
causes, the Electrical Bureau of the city of Chicago 
investigated 105 fires which had been reported as 
caused by electricity. In every case it was found that 
sub-standard flexible cords were responsible. 

These sub-standard cords reach the home in two 
ways. Some of them are furnished on cheaper grades 
of portable lamps and appliances. Also many retailers, 
mostly non-electrical, sell such cords to the householder 
for use in “home-brew” wiring. Until recently it has 
been difficult to combat this evil. Now, however, the 
Cord Group of N.E.M.A. has put into effect a sys- 
tem of labelling those cords which meet the code specifi- 
cations. This label appears at short intervals on the’ 
cord so that even a short length of cord may be identi- 
fied as either approved or unapproved. 

In this new system of labelling C. K. Cregier, chief 
inspector of the Chicago Electrical Bureau, saw an 
opportunity to combat the use of cords which were 
definitely fire hazards. As a result, five inspectors of 
this department are now contacting every retail outlet, 
including hardware, novelty and drug stores, and ex- 
plaining the difference between approved and un- 
approved cords, together with the advantages of the 
former. They have been successful to date in con- 
vincing many of these dealers that they should handle 
only cords bearing the approved label. In order to dis- 
courage the sale of lamps and appliances equipped 
with sub-standard cords the Chicago Bureau is furnish- 
ing merchants with stickers which they can attach to 
their purchase orders. These stickers state that all 
cords attached to the goods covered by that particular 
order must bear the new label indicating their approval 
under the National Electric Code. 

Wholesalers and their salesmen have also been con- 
tacted by Mr. Cregier’s inspectors and urged to do 
their part in educating their dealers to handle no cords 
except those bearing the N.E.M.A. label. 

The fire hazards of sub-standard cords is by no 
means peculiar to Chicago. The campaign which is 
now under way in that city is one which could well 
be adopted throughout the country and one which 
deserves the hearty support and cooperation of every 
electrical wholesaler. 
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An Emblem 


This ‘Victory In '33" emblem is a 
mark of the kind of salesmanship 
which meets present needs and con- 
ditions. 


The wholesalers’ salesmen who wear 
this emblem will be those men who 
by actual performance are demon- 
strating their ability to do creative 
selling, in these times. 


Manufacturers have it in their power, 
through "Victory In '33" to direct 
the selling efforts of these produc- 
ing salesmen to their own products. 


PLES Tete. WHOTESALCING 


(ESTABLISHED 1920) 


520 No. Michigan Ave., CHICAGO 


330 W. 42nd St., New York, N. Y. 50! Guardian Bldg., Cleveland, Ohio 
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VICTORY in 33 


Electrical Wholesaling’s Nation-Wide 


Sales Drive to Stimulate Recovery 

















A series of six monthly sales contests, sponsored by Electrical Wholesaling and sup- 
ported by leading manufacturers, starts this month and extends through June. 


All salesmen of electrical wholesalers are eligible. 
Twenty-nine cash prizes will be awarded for January. 
Winners will be distinguished by a special "Victory in '33" lapel emblem. 


List of participating manufacturers, also YOUR entry blank for the January contest 
appears on page 21. 


CONTEST RULES 


|. Separate contests will be held each month from 
January to June inclusive. 


2. Only the lines of those manufacturers whose 
advertisements appear in each issue of Electrical 
Wholesaling will be eligible for prizes for that 
month. 


3. A cash prize will be awarded each month to the 
wholesaler's salesman who reports the largest vol- 
ume of sales of the products of each of these 
manufacturers. One prize for the line of each 
manufacturer; $10 ir his advertisement is two- 
thirds of a page or more, $5 if it is one-third or 
one-sixth of a page. Lines of advertisers using 
less than one-sixth page will not be eligible. 


4. Each contestant can win only one prize in any 
one month. If a salesman is high man, in the 
same month, on the lines of two or more manu- 
facturers, he will be awarded the prize for the 
line on which his sales are greatest. The prizes for 
the other manufacturers’ lines on which he is also 


high man will go to the runner-up, or next high- 
est man. 


5. A salesman is ineligible to compete on any 
manufacturer's line after he has already won a 
prize on that line, but may compete in succeed- 
ing months on the lines of all other manufacturers 
on which he has not previously been awarded a 
prize. 


6. In case of a tie, the full cash prize will be 
awarded to all tying contestants. 


7. All salesmen of the authorized distributors of 
each manufacturer are eligible for the prizes 
awarded on that manufacturer's products. 


8. Each winner will receive, in addition to the 
cash prize, a "Victory in '33" lapel button. 


9. Contestants whose reports indicate an out- 
standing sales performance but who fail to win 
a cash prize, will receive a similar "Victory" 
emblem in recognition of their achievements. 
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The Way to VICTORY in ‘33 


A New Year's Message to 


Electrical Wholesalers and their Salesmen 


wholesalers and their 5,000 salesmen— 
ereetings! Better times await us. 

For the first time in three years, according 
to reliable barometers, general business has 
held it own over the past six month period, 
while consumption of electricity and freight 
car loadings have been gaining steadily since 
September. 

These are strong indications that 1933 will 
witness the start of the broad upturn. Re- 
covery will undoubtedly be very gradual, but 
the fact remains that business is going to 
get better. 

Let us not forget that millions of people 
are gainfully employed today. They are 
earning—and they are spending. Industry 
competes against industry for their dollars 
—and our immediate problem is to secure 
for the electrical industry a larger share of 
these dollars which will be spent during 
1933. 

All of which brings us down to cases. 

Money is spent both by business organiza- 
tions and by individuals. Let us consider 
business first, especially industrial plants. 

These plants buy for maintenance, for 
replacement and modernization, and for 
additional capacity. Today maintenance 
requirements are small and additions nil. In 
the rehabilitation of plant equipment, there- 
fore, lies the electrical wholesaler’s indus- 
trial sales opportunity for 1933. 

According to A. W. Robertson, chairman 
of the board of the Westinghouse Electric 
and Manufacturing Co.: “Improvement or 
alteration work done under present condi- 
tions will help unemployment, will cost less 
than if postponed until later and will inter- 
fere little with routine production.” 


Te the executives of 1,000 electrical 


Last August Mr. Robertson was appointed 
chairman of a National Committee on In- 
dustrial Rehabilitation. This committee was 
organized to induce manufacturing and 
other industries to make capital expenditures 
now for rehabilitation of plant and replace- 
ment of obsolete and worn-out equipment. 

Sub-committees were appointed in each 
Federal Reserve District. For several 
months these committees have been contact- 
ing all important industries, urging them to 
do immediately such rehabilitation and mod- 
ernization as is needed and desirable. 

In addition business papers serving indus- 
trial fields have placed themselves squarely 
behind this national movement for industrial 
modernization. Textile World, American 
Machinist, Furniture Manufacturer, Food In- 
dustries, Laundry Journal, Steel Plant, Brick 
and Clay Record, Wood Worker, Railway 
Mechanical Engineer, Chemical and Metallurg- 
ical Engineering and many other similar 
magazines have done much to make their 
own industries modernization “conscious.” 

Up to December 15 the National Com- 
mittee had reported definite pledges for 
modernization work in excess of $125 mil- 
lions. Names and amounts of all projects 
are released periodically from the headquar- 
ters of this committee, 435 Seventh Ave., 
Pittsburgh, Pa. It is suggested that whole- 
salers secure a list of all work pledged in 
their territory as much of it must necessarily 
involve expenditures for electrical goods. 


HE National Committee has provided a 
check sheet to assist the individual manu- 
facturer to determine where in his plant he 
can save money through modernization. This 
check sheet specifically provides, among 
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other items, for a survey of electrical distri- 
bution, control equipment, lighting, ventilat- 
ing and air conditioning. 

It should furnish the wholesaler’s salesman 
with an excellent entree to the industrial 
plant. With the consent of the proper execu- 
tive and working with the plant electrician, 
or with an industrial electrical contractor, 
surveys can be made which should result in 
a surprising amount of new business both in 
wiring supplies and equipment. Copies of 
this check sheet are available from the office 
of the National Committee. 

Surely industrial modernization provides 
a real opportunity for the wholesaler’s sales- 
man who follows through on this national 
movement within his own territory. 

Next we come to the field of commercial 
and public buildings. In the past two years 
hotels have been spending millions in mod- 
ernizing their equipment. Office and apart- 
ment buildings, faced with increasing vacan- 
cies, have been doing likewise. 

This modernization includes revamping of 
lighting equipment, additional wiring and 
the installation of radio, refrigeration and 
electric ranges. Buildings that have been 
taken over by receivers afford excellent pos- 
sibilities for the salesman of electrical equip- 
ment. Receivers, as a rule, appreciate the 
value of modernization, yet they will not 
authorize any expenditures until they have 
made provisions for the necessary financing. 


OW for the individual consumer, the 

great home market. This the whole- 
saler must reach through his dealers. His 
problem in this field is two-fold. He must 
do his part to promote a greater desire for 
things electrical on the part of Mr. and Mrs. 
John Public and then he must see to it that 
his dealers persuade Mr. and Mrs. J. P. to 
buy his goods. 

Let us discuss the dealer phase of the 
problem. The retail salesman is the final link 
in the distribution chain. He is the point of 
contact with the consumer. Thus the re- 
tailer’s sales force forms the neck of the bot- 
tle through which the wholesaler’s merchan- 
dise must pass to its final destination. In 
other words the speed with which the whole- 
saler’s goods move out from his dealer’s 
stocks is controlled by the effectiveness of 
the salesmen and saleswomen of these 
dealers. 
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Thus the wholesaler’s sales depend upon 
the kind of a selling job that the sales people 
of his dealers do on his products. These re- 
tail sales people must be trained to not only 
make their customers and prospects want 
things electrical, but to make these wants 
greater than those for furniture, rugs, new 
automobiles and the countless other items 
that are constantly tempting the public’s 
pocketbook. 


E must recognize that the retail sales 

person is the greatest single factor in 
securing for the electrical industry a larger 
share of the consumer’s dollar. Thus it is of 
paramount importance that he or she be well 
trained. In Cleveland the Electrical League 
is performing an outstanding service to the 
local electrical industry through its sales 
training activities. Wholesalers are support- 
ing and participating in this work. Plans 
are under way for similar sales classes in 
Chicago where wholesalers have taken an 
active part in promoting the movement. 

Every wholesaler in every community can 
profitably get behind similar local activities 
for retail sales training during 1933. 

Every worthwhile activity must be fol- 
lowed through and so must these sales train- 
ing movements. In these classes the sales 
person will learn how to persuade a prospect 
that he or she should own an electric refrig- 
erator, food mixer or other piece of electrical 
equipment, but the sale is not made until a 
particular make of appliance is decided upon. 

So the wholesaler and his salesmen must 
carry on from where the cooperative train- 
ing, of necessity, leaves off. They, them- 
selves, must sell the sales people of their 
dealers on the merits of their lines so that 
they can successfully sell them against com- 
peting makes. Each wholesaler’s salesman, 
therefore, must act as a merchandising 
counselor to his dealers on his products. 

In conclusion we would repeat that today 
millions of people have jobs and are earning 
money. They will spend many millions of 
dollars during 1933. We must get them to 
spend a larger portion of their income for 
things electrical, be they appliances, equip- 
ment or wiring. 

Plenty of hard work, properly directed to 
modernization and to retail sales training 


‘will accomplish this and lead_ the electrical 


wholesaler to “Victory in 733.” 















































A National Event 











From coast to coast electrical wholesalers endorse "Vic- 
tory in '33" as a stimulant to greater sales activity and 
pledge the enthusiastic participation of their salesmen 


New York City 


“We are certain that the added sales 
effort brought to bear upon selected 
lines will result in a needed increase in 
business and a more optimistic feeling 
in our industry. It is our hope that a 
great number of manufacturers will 
participate.” 

JosepH Kurzon, Inc. 


Boston 
“Victory in ‘33’” will stimulate our 
men to push the various manufacturers’ 
products. We will gladly cooperate.” 
GrorceE H. Waun Co. 


Philadelphia 


“The sales contest which you have 
planned for 1933 is going to help all 
of us. We are 100 per cent for it.” 

Ex.iott-Lewis ELectricat Co. 


Williamsport 
“We believe your ‘Victory’ plan will 
stimulate our salesmen to greater ef- 
forts and thus result in direct benefits 
to the manufacturers for whom we 
distribute as well as to ourselves.” 
Lowry ELectric Co. 


Hagerstown 


“Tt is contests such as yours that 
keep up the morale and radiate a cheer- 
ful ‘do or die’ determination among our 
salesman.” 

TRISTATE ELECTRICAL SUPPLY Co. 


Washington 
“We heartily endorse ‘Victory in ‘33’. 
We hope it will go across in a big 
way and accomplish big returns.” 
NATIONAL ELECTRICAL SupPPLy Co. 


Syracuse 
“From previous experience we have 
found that our salesmen put forth spe- 
cial efforts during such campaigns. We 
earnestly wish to participate in ‘Vic- 
tory in 733’.” 
City Exvectric Co. 


Allentown 
“We are confident that every whole- 
saler’s salesman will exert himself to 
his utmost to not only win a prize, but 
also to inject confidence into his deal- 
ers so that the ultimate result will spell 
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prosperity for all. It is a privilege to 
wholeheartedly enter all of our sales- 
men in this contest.” 

L. H. YEAGER Co. 


Detroit 
“We believe your ‘Victory in ’33’ plan 
will prove a big help to our business. 
Previous contests sponsored by your 
organization have always increased 
sales. We are for it. 
Fire Evectric Suppty Co. 











General Electric Supply 
“Any scheme that spurs the 
wholesaler group on to more in- 
telligent presentation of its serv- 
ices and products is bound to help 
the industry generally. It would 
be my opinion that your particular 
plan should be effective in this di- 
rection.” 
J. L. BucHANAN, President 


Graybar 
“ELECTRICAL WHOLESALING is 
doing a splendid job in the inter- 
est of the electrical wholesalers.” 
HERBERT METz, 
Sales Promotion Manager 


Westinghouse Electric Supply 

“You are planning to do an im- 
portant thing which is to gain the 
strong interest of the wholesalers’ 
men in the field. I surely hope 
that it results in a big success for 
you and for those who cooperate.” 

B. W. CriarKk, General Manager 











Cleveland 


“We are looking forward eagerly to 
joining with you in your ‘Victory in 
33’ campaign.” 

ALLEN ELectric Co. 


Minneapolis 
“Your ‘Victory’ plan will interest 
our salesmen. We wish you every suc- 
cess in putting it over.” 
BELMONT Corp. 


Rochester 


“The announcement of your ‘Vic- 
tory’ contests has been received with 
the utmost enthusiasm by our salesmen. 
You may rest assured that they will 
put forth more than normal effort in 
their endeavors to win some of the cash 
prizes.” 

ReQua ELectricaL Suppty Co. 


Akron 


“We are greatly impressed with the 
possibilities of ‘Victory in ’33’. You 
may count on us for 100 per cent co- 
operation in every respect.” 


HARDWARE AND SUPPLY Co. 


Chicago 

“The concentrated attention of whole- 
salers’ salesmen on specific lines is the 
one way of definitely stimulating busi- 
ness for the wholesaler, and we really 
feel that the force of this campaign 
cannot be overestimated. Our 12 men 
will all participate. You may count on 
their active support. 

“The manufacturers who tie in are 
certain to get the benefit of a great 
deal of enthusiasm.” 


HyLanp ELectricaL SuppLy Co. 


Kansas City 
“We shall be glad to use our best 
efforts to help put over the program.” 
Missourt VALLEY ELectric Co. 


Kalamazoo 


“Your activity for increasing sales of 
electrical merchandise is needed now if 
ever. Your plan is fine and commend- 
able.” 

Frank H. Cray Co. 


Elgin 
“We are very enthusiastic over ‘Vic- 
tory in ’33’. Our organization is ready 
to go as soon as the contest starts.” 
Fox Evectric Suppty Co. 


Los Angeles 


“We have explained your ‘Victory’ 
plan to our sales force and they unani- 
mously agree that it will prove a won- 
derful sales stimulant.” 


Myers E.ectric Suppiy Co. 
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VICTORY in '33 


JANUARY CONTEST 


Winners will be announced in Electrical Wholesaling for March 








INSTRUCTIONS TO SALESMEN 








1. Read carefully the Contest Rules 
on the previous page. 


2. Only the lines of the manufac- 
turers listed below, whose advertise- 
ments appear in this issue of Electri- 
cal Wholesaling, are eligible in this 
month's contest. 


3. Through the month of — 
keep your own record of sales on all 
products of each of these manufac- 


turers for whom your house is an 
authorized distributor. 


(By ''sales"’ is meant actual orders 
taken by you or credited to you from 
January | to 31 inclusive, at whole- 
saler's selling price (what you bill your 
customers) whether for January or 
later delivery.) 


4. At the end of the day, on Tues- 
day, January 3!, add up your total 


sales for each manufacturer and enter 
this amount in the space below oppo- 
site his name. 


5. Sign your name and the name of 
your company. 


6. Tear out the entry blank and hand 
or send it to your sales manager or 
other officer ot your company for his 
approval and signature. Do not send 
it to us until it is countersigned. 





Instructions to Sales Manager 
(Or to other officer of company who has authority to approve salesmen's records) 


Please check this Sales Record. If you find it correct, countersign and mail it to Electrical Wholesaling, 520 N. Michigan Ave., Chicago, Ill., 
on or before February 15, 1933 


Salesman’s Entry Blank 


Enter your sales below. Make your figures plain. If there are cents as well as dollars, indicate your decimal point plainly. Enter no sales of 
manufacturers’ goods except those for whom your house is a regular distributor. 


Name of Manufacturer See Page YourSalesinJanuary | Name of Manufacturer See Page Your Sales in January 
Benjamin Electric Mfg. Co. 31 Been Bh Kliegl Bros. 46 eae 
Benson Co., Inc., Alex R. 40 Bie | McGill Mfg. Co. 38 sees 
Bryant Electric Co., The 48 ee eh es National Electric Products . 
Bussmann Mfg. Co. ee, nL ane Corp. Front Cover $0... 
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Why Emerson Changed to 
Wholesale Distribution 


Ever since entering the radio busi- 
ness nine years ago, until a few 
months ago, the Emerson Radio and 
Phonograph Corp. had employed a 
policy of vigorous sales promotion 
direct to the dealer and had built up 
an organization of more than 5,000 
active dealers. But, according to Ben 
Abrams, president of the Emerson 
Co., the point was finally reached 
where “‘we believed the interests of 
our dealers could best be served by 
wholesalers in their local territories. 

“With the expansion of our busi- 
ness, the problem of individual con- 
tact with dealers, quick shipment and 
efficient service had become too big 
for our organization to handle 
without establishing branch offices 
throughout the country and adding 
a large number of factory agents. 


“Another factor in our recent de- 
cision to change to distribution 
through wholesale channels was the 
knowledge that a large number of 
active wholesalers were now in the 
market for lines with big turnover 
possibilities. We found that many 
houses already handling higher-priced 
radio lines were glad to push at the 
same time our line in the low-priced 
fast-moving classification. 


“Whereas in radio’s boom period 
we felt that we had to do our own 
merchandising in order to make sure 
of its effectiveness, we now find it 
possible to get intelligent and whole- 
hearted support for our line through 
our wholesaler’s salesmen. At the 
same time, of course, we are main- 
taining and even adding to our pres- 
ent sales personnel for missionary 
purposes in backing up our whole- 
salers. 


“Finally, we believe that the time 
is ripe for further sales expansion 
and that with the right sort of co- 
operation from our wholesale repre- 
sentatives, our volume of business 
can be extended to still more impres- 
sive proportions.” 


v 


New System of Raceway Wiring 
Developed at Chicago Exposition 

A unique method of electric wir- 
ing utilizing metallic raceways is 
being employed in the buildings of 
Chicago’s Century of Progress Expo- 
sition. This new system was devel- 


oped by the electrical division of the 
Exposition and is being used for the 
first time anywhere in the Fair build- 
ings themselves. 

Two types of sheet metal raceways 
are used. One is five by five inches. 
The other is two by one and a half 
inches. Both are installed in 10-foot 
sections. 

The larger is used to carry the 
main feeder cables and takes the place 
of the steel conduit. The various 
cables are laid in the raceway instead 
of being pulled in, as is the case with 
previous wiring systems. This race- 
way construction, it is estimated, 
costs about one-eighth as much as 
ordinary conduit construction. 

The smaller raceways are used for 
signs and corridor lighting. This 
type is made completely in the factory 
and is actually wired at the bench. 
It is punched for sign types of 
sockets. By its use only one-third 
to one-fourth as much wiring is re- 
quired as on any other wiring bar or 
conduit. 

Further utilization of this new sys- 
tem, it is expected, will lie in indus- 
trial buildings, especially in the case 
of the five inch raceway. In large 
factories the average conduit system 
with fuse boxes placed at widely sep- 
arated points constitutes a costly 
method of electric wiring. The race- 
way system with fuse boxes at fre- 
quent intervals offers an economical 
and flexible arrangement. It greatly 
reduces secondary wiring. Moreover, 
where changes in the location of ma- 
chinery occur, the use of the raceway 
system is considerably more economi- 
cal, since it would require much less 








Combining Business and Beauty: Mr. 
Nestor, of the Norge Nestor Co., Jack- 
sonville, Fla., houses his business in a 
pleasant Spanish type building, with 
French windows and shrubbery, in the 
residential section of the city. 


change in the secondary wiring cir- 
cuits. 

The use of the smaller raceway, it 
is expected, will be confined largely 
to show windows, sign lighting and 
similar utilizations where the light- 
ing outlets are closely spaced. 


v 


General Electric Has New Plan 
for Department Stores 

An entirely new plan of merchan- 
dising a complete line of electrical 
household appliances through large 
department stores in metropolitan 
trading areas has been devised by the 
merchandising division of the General 
Electric refrigeration department. 
It is known as the General Electric 
Controlled Sales Plan. 


This new method of merchandising 
is being used successfully now in the 
C. F. Hovey Department Store in 
Boston. There, store traffic has in- 
creased 90 per cent and the net profit 
on electrical appliances has been sub- 
stantially increased without any addi- 
tional expense on the part of the 
store. 

Under this plan the department 
store need hire no additional em- 
ployes, and is completely relieved of 
service, sales, sales training, instal- 
lation, warehousing and inventory 
responsibilities. These factors are 
taken care of by the General Electric 
refrigerator distributor in that par- 
ticular area. 

The setup calls only for a little ad- 
ditional floor space in the department 
store’s electrical appliance depart- 
ment. In this space there is set up a 
General Electric “Store within a 
Store on Household Street” and a 
household economy institute super- 
vised by an experienced home econ- 
omist. Specially trained salesmen 
from the distributorship are placed 
in this department and handle all 
inquiries, close sales in the depart- 
ment and follow up prospects outside. 
The exclusive retail outlet benefits 
not only from the manufacturer’s na- 
tional advertising program but is also 
given the use of the new General 
Electric kitchen coach at regular in- 
tervals. 

The General Electric Controlled 
Sales Plan for department stores has 
been developed by Ralph C. Cameron, 
manager of department store activi- 
ties for the merchandising division of 
the General Electric Refrigeration 
department in Cleveland. 








January, 1933 ELECTRICAL WHOLESALING 








WHO WiGL WIN WITH 




















Magi-<: 3 KONITE COMPANY 


cial friction tapes easier to sell. Some enterprising chap, however, is still going to sell more 


VERYONE has sold more tape since Panther and Dragon quality and packing made commer- 
: than the other fellows. He ought to get a prize for this special effort and he WILL. 


“Electrical Wholesaling,” as you know, is now running its contest for “Victory in ’33.” The man 
who sells the largest volume of any line advertised in these pages will win a monthly prize. The 
size of the prize depends on the size of the advertisement. We are, therefore, putting a whole 
page behind Panther and Dragon Tapes to give you the chance to win a maximum prize. 


Remember that you cannot go too strong in talking up the adhesiveness and tensile strength of 
the Panther and Dragon brands. They are backed by the Okonite, Okonite-Callender and Hazard 
reputations for quality. They are attractively packed, wound on individual green cores, cellophane 
wrapped and sealed and extensively advertised to help you sell. Who will win with Panther and 
Dragon Tapes for January? 


Sold exclusively through HAZARD INSULATED WIRE WORKS 
the jobber— Division of 
THE OKONITE COMPANY 
Factory: Passaic, N. J. 


Sales Offices: NEW YORK . CHICAGO ° PHILADELPHIA . PITTSBURGH ° ST. LOUIS 
BOSTON . ATLANTA . SAN FRANCISCO . LOS ANGELES . DALLAS . SEATTLE 
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Niagara-Hudson Utility Group 
Discontinues Sale of Appliances 

The Niagara-Hudson Power Corp., 
Buffalo, N. Y., has announced a new 
promotional plan which provides for the 
eventual discontinuance of the sale of 
electrical and gas appliances by its oper- 
ating companies and the concentration 
of efforts on developing complete home 
use of gas and electricity. 

The plan becomes effective progres- 
sively by districts throughout the terri- 
tory served starting on January 1 in 
Utica and Glens Falls. Other districts 
will be put under the new plan succes- 
sively at intervals throughout the year 
but not until experience in the initial 
districts indicates a satisfactory solu- 
tion to the problems anticipated and un- 
til manufacturers, wholesalers and dis- 
tributors have had time to build up addi- 
tional retail outlets. No schedule is be- 
ing fixed for the completion of the 
transition, which may take many 
months, the companies preferring to 
allow the new program to develop nor- 
mally rather than to force it in accord- 
ance with arbitrary time limits. 

In explaining the new service plan, 
Merrill E. Skinner, vice-president in 
charge of merchandising, points out 
that the operating companies plan in- 
tensive promotional work by offering 
consulting service to customers on ade- 
quate wiring, modern home making, and 
home lighting. The new service plan 
contemplates an intensive training 
course for the companies’ field repre- 
sentatives to help customers on electri- 
cal and gas matters in an impartial 
manner and without obligation in their 
work with housewives. Company stores 
will be converted into continuous elec- 


tric and gas appliance shows with prac- 
tically all standard makes of appliances 
on display which are offered for sale 
locally so that customers may compare 
all makes and see demonstrations. Ap- 
pliance selling, however, will be done by 
the local appliance merchants. 


An extensive market analysis made 
in nearly every community served, in- 
dicated that local merchants were suffi- 
ciently organized with stock and selling 
personnel to be able to meet customer 
needs for electrical and gas appliances 
if supported by an aggressive promo- 
tional activity by the companies. With 
appliances readily available to custom- 
ers through their local merchants, 
Niagara-Hudson System operating com- 
panies can now devote all their efforts 
to promoting home use of electricity 
and gas on a broader basis than could 
be accomplished while engaged in the 
direct selling of appliances. 


v 


Kantack to Supervise Design 

for Curtis Lighting 

A recent announcement by Kenneth 
Curtis, president, Curtis Lighting, Inc., 
Chicago, states that: 

“Tn the development of controlled ar- 
tificial illumination it has become in- 
creasingly evident that the designer of 
decorative lighting equipment should 
base his creations on technical knowl- 
edge. 

“This idea has been developing in 
the thought of the principals of Curtis 
Lighting, Inc., from the standpoint of 
the engineer and technician. It has been 
similarly active among those working 
together in Kantack & Co., Inc., of 
New York, from their standpoint as 
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Effective "Buy American'’ Propaganda: Ten General Electric and 10 foreign 
lamps were purchased for this Nela Park display in 10 Greater Cleveland stores— 
a total of 100 of each kind. Both groups were burned on exactly the same voltage 
and for the same length of time. At the end of 21 days, 52 of the foreign lamps 
had feebly given up the ghost and the total 100 presented a sad picture. In the 
same length of time the Mazda lamps had lost only two and their group was still 
shining as brightly as a new dollar, or as a Christmas tree should. 


developers of the artistic phases of 
lighting. 

“As a result W. W. Kantack, in as- 
sociation with W. A. Weldon, assumes 
direction and supervision of Curtis de- 
sign activities. 

“Under the name of Kantack, Inc., 
the activities of Kantack & Co., Inc., 
will be carried on as in the past 
and expanded with the added strength 
of the intimate availability of Curtis 
illuminating engineering experience.” 


v 
N.E.C.A. Urges Use of 


Trade Acceptances 


The National Electrical Credit Asso- 
ciation has gone on record as favoring 
the general use of short-term Trade 
Acceptances from responsible customers 
in payment for goods sold, and the giv- 
ing of Trade Acceptances in payment 
for goods bought. Such Trade Accept- 
ances as the members receive to be dis- 
counted at their bank or sold to banks 
through note brokers. Banks receiving 
these acceptances will be urged to make 
a practice of rediscounting them with 
the Federal Reserve Banks, to the end 
that banks again may be placed in funds 
to make further extension of credit to 
industry and commerce. 

The advantages to the creditors are 
as follows: 


1. Liquid or discountable commercial 
paper is substituted for open book 
accounts. 


2. While sales of goods on an open 
account basis may be in accordance 
with prescribed terms, it is recog- 
nized that payments are not always 
made in accordance with these terms ; 
whereas if the account is adjusted by 
a trade acceptance, a definite and 
fixed maturity is established. 


3. By the substitution of a trade accept- 
ance for an open account obligation, 
not only is the maturity more defi- 
nite, but there is a definite and spe- 
cific acknowledgment of the obliga- 
tion. 


It is unfortunate that there has been 
considerable abuse in the use of trade 
acceptances due to the fact that buyers, 
in paying their account on an accept- 
ance basis, have quite generally ex- 
pected longer terms than the seller’s 
standard terms. This practice, together 
with the practice of expecting a two per 
cent or other cash discount privilege 
when accounts are paid on an accept- 
ance basis, should be discouraged. 

A trade acceptance is not the proper 
instrument to use in adjusting a past 
due indebtedness, where a promissory 
note should, of course, be used. As a 
general procedure, interest is not added 
on trade acceptances when such accept- 
ances are actually used to replace open 
book accounts. 
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BUILDING fails to provide the market you 
formerly had for standard or “schedule” wiring 
material. . . So H &H has worked out a plan 

of attack and a line of specialties NOT dependent on 
new building. Our engineering and manufacturing 
heads have built for you a consumer-appeal line, 
co-ordinated in a Plan for interesting the REAL pros- 
pects for Wiring Devices today. 
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This Plan is contained in a handy ee, a 
bindertocarry with youandSELL . as 3 


from. Includes illustrated pages of ONLY those items for 
which there's a proven demand TODAY. All are non-com- 
petitive with “schedule” devices, and priced to allow a real 
profit. Send for your copy; use it to reach a LIVE market. 


Ad 














HAKT &HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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N.E.W.A. 
Activities 


Tre information on this page has been 
prepared exclusively for "Electrical Wholesal- 
ing’ by E. Donald Tolles, Managing Director, 
National Electrical Wholesalers Association, 
165 Broadway, New York City 








How the Trade Practice Rules 
Will Be Enforced 


After more than two years of discus- 
sion, debate and conference, electrical 
wholesalers have at last secured a code 
of rules or laws for the regulation of 
their industry. They have been passed 
and adopted in the prescribed manner, 
and their constitutionality cannot be 
successfully attacked. Whether these 
laws will be enforced will depend almost 
entirely upon the attitude of the elec- 
trical wholesalers themselves. If recog- 
nition of the rules is favored by a large 
majority in the industry, they will sur- 
vive; if not, the inevitable result will 
be nullification. 


The Permanent Committee on Trade 
Practices authorized at the industry 
conference at Cincinnati in 1931, which 
was held under the auspices of the Fed- 
eral Trade Commission, is composed of 
men who are prominently identified 
with the electrical wholesaling industry. 


This committee was charged, among 
other things, with the duty of setting 
up machinery for making the Trade 
Practice Rules effective and has dis- 
charged this part of its obligation by 
providing a definite plan of enforcement. 


Before explaining this plan it should 
be made clear that the committee is not 
provided with any funds from the in- 
dustry, as such, to carry on this work. 
The executive committee of the N.E. 
W.A., appreciating the necessity for 
certain expenditures and in line with 
its established practice of acting pri- 
marily for the benefit of the industry 
at large, has granted to the permanent 
committee the use of such facilities in 
its executive offices in New York as 
may be required to organize and prose- 
cute a plan for making the industry’s 
rules effective and for maintaining a 
direct contact between the industry and 
the Federal Trade Commission. 


As a first step in its enforcement plan, 
the committee arbitrarily divided the 
United States into districts surrounding 
43 trading centers. Having determined 
these areas, the next step was to select 
and appoint in each of these districts a 
representative to be officially known as 
an Industry Commissioner. 

As this article is being prepared for 


publication, notification of their appoint- 
ment is being forwarded to 43 industry 
commissioners. A complete list of these 
commissioners will not be available for 
release to the trade until all who have 
been nominated have indicated accept- 
ance of their appointment. 

Perhaps the simplest way to explain 
the duties and obligations of these com- 
missioners is to quote from a general 
letter addressed to them by the perma- 
nent committee. 

“Anyone in the industry, believing 
that one of the Trade Practice Rules 
has been violated, should make written 
complaint direct to the Permanent Com- 
mittee’s headquarters, in the offices of 
National Electrical Wholesalers Asso- 
ciation, 165 Broadway New York City. 
The managing director of the associa- 
tion, acting for the Permanent Commit- 
tee, if he finds the complaint has to 
do with a matter falling within any 
Trade Practice Rule, either in Group I 
or Group II, will immediately refer it 
to the Industry Commissioner in 
the appropriate marketing center for 
prompt investigation and report. 

“It will then be the duty of the In- 
dustry Commissioner to investigate and 
report to the Permanent Committee at 
New York as fully as possible the facts 
respecting the alleged complaint. 

“If it appears that any Trade Prac- 
tice Conference Rule has been violated, 
it will be the further duty of the In- 
dustry Commissioner, at the request of 
the Permanent Committee, to use his 
good offices in an effort to secure ob- 
servance of the Rule for the future. 

“Tf this result cannot be thus obtained, 
the complaint will .be referred by the 
Permanent Committee to the Federal 
Trade Commission for action. 

“In any case where complaint is 
made direct to the Industry Commis- 
sioner in any marketing center, he 
should first refer the matter to the 
Permanent Committee at New York. 
Then, if the Committee finds that the 
matter is within the scope of the Rules. 
the Commissioner will be requested by 
the Committee to investigate and re- 
port, and the case will take the course 
described above.” 

The committee further recommends 
that so far as practicable, each com- 


missioner should call a meeting of all 
electrical wholesalers in his district at 
which time each will be presented with 
a copy of the rules and the plan for 
making them effective. Such a meeting 
will give opportunity for discussion of 
the meaning of the rules and will also 
provide an occasion where competitors 
may meet and discuss how practices 
now disapproved by the industry can 
henceforth be controlled or abolished. 


At these meetings the simple method 
for enlisting the assistance of the en- 
tire force of the industry and the Fed- 
eral Trade Commission in discouraging 
or punishing unapproved practices will 
be explained. 


While the industry starts with a code 
of 23 Rules of Practice, it is by no 
means forever limited to this number. 
Additional rules may be suggested to 
the permanent committee by any elec- 
trical wholesaler at any time, and such 
rules as receive the approval of the in- 
dustry and the Federal Trade Commis- 
sion will, from time to time, be included 
in this code and will become equally 
binding on all engaged in the business 
of electrical wholesaling. To those who 
have given attention to present tenden- 
cies, it becomes perfectly clear that pub- 
lic and congressional thought is fast 
moving toward the legalization of trade 
agreements by which industries can es- 
tablish even more effective rules than 
those now in force to guide their own 
conduct. 


Just as it is true that the number of 
rules is not limited, it is likewise true 
that the number of trading centers and 
industry commissioners will not of ne- 
cessity remain at 43. Whenever, in the 
opinion of the permanent committee, it 
is apparent that a trade area should 
be divided, or two existing areas con- 
solidated, the committee will realize its 
responsibility and take suitable action, 
either on its own motion, or in response 
to the petition of wholesalers in affected 
territories. 


The rules are adopted. The organiza- 
tion for making them effective is com- 
pleted. The success or failure of this 
plan for control and guidance of its own 
industry is in the hands of the electrical 
wholesalers of the United States. 
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This Contractor Is Selling for You 


Through our advertising we are teaching and 
encouraging contractors to go out and sell home 
witing modernization jobs. A lot of them are 
already doing it. Every job they sell means the 
sale of wire, supplies—and 


P&S-Despard Line of Wall Plate 
Merchandise 


Keen wholesalers are joining us in this campaign 
to modernize the wiring of old homes. The jobs 
are not big but they’re profitable. The contrac- 
tors don’t wait for the jobs to come to the shop, 
they go out after them. They don’t whittle bids, 
they quote. They pocket their honest profit and 
therefore they are good credit risks for you. You 


LINE OF WALL-PLATE MERCHANDISE 


can’t make money off men who are losing money. 


The P&S-Despard Line of Wall Plate 
Merchandise 


is the electrical industry’s most amazing anti- 
depression development. They give the wiring 
contractor something he can use to sell wiring jobs. 
But more than that, they reduce the wholesaler’s 
investment, speed the wholesaler’s turn-over, stab- 
ilize wholesale prices, insure the wholesaler’s profit. 
The acceptance of the P&S-DESPARD line was 
immediate. The demand is already great—much 
greater than we dared to anticipate. You have 
heard the story of the early bird? Write—Pass & 
Seymour, Inc., Solvay Station, Syracuse, N. Y. 
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Association 


Acctivities 


A forum for the exchange of news 


and views between both local and national 


trade associations. 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








N.E.W.A. and N.E.C.A. Plan 
Joint Committee Conference 


A joint conference of committees 
appointed by the N.E.W.A. and the 
N.E.C.A. has been tentatively set for 
January 18 in New York City. 

The conference is planned to discuss 
not only distribution problems affecting 
the interests of the two industry groups, 
but also to consider market development 
possibilities through industrial modern- 
ization, reinspection and broad industry 
sales cooperation. 

The committee appointed by the 
wholesalers for this conference includes 
George FE. Cullinan, vice-president, 
Graybar Electric Co., New York, chair- 
man; J. L. Buchanan, president, Gen- 
eral Electric Supply Corp., Bridgeport ; 
B. W. Clark, general manager, West- 
inghouse Electric Supply Co., New 
York; Robert Beller, president, Beller 
Electric Supply Co., Newark, and E. 
Donald Tolles, managing director, N.E. 
W.A. 

The contractors’ committee consists 
of L. E. Mayer, Chicago, president of 
the N.E.C.A.; Louis Kalischer, Brook- 
lyn; H. B. Frazer, Philadelphia; A. C. 
Bruekmann, Baltimore, and L. W. 
Davis, general manager, N.E.C.A. 
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California Contractors Protest 
Against Wholesaler Competition 


A new program, adopted by the 
Electrical Contractors’ Association of 
Northern California at a meeting held 
in Oakland on December 8, definitely 
calls upon the contractors, in four of its 
points, to constructive action in their 
own betterment. In five points it urges 
manufacturers to entertain a new con- 
cept as to distribution. In two points 
it likewise urges wholesalers to revise 
distribution concepts. 

The program calls upon all electrical 
contractors to: 

1. Put their own houses in order; to 
consider their business as a_ business, 
not a gamble. 

2. Analyze cost of doing business and 
make these analyses available to the 
industry so that there no longer can be 
any excuse for not recognizing these 
costs in the margins or discounts pro- 


vided those who sell or install equip- 
ment. 

3. Defend their own business and fu- 
ture by defending the industry against 
outside influences which in the long run 
reflect discredit upon the industry. 

It calls upon manufacturers for: 

5. Recognition of the ultimate sound- 
ness of supporting and making business 
profitable for a high-grade type of busi- 
ness contractor. 

6. Margins and discounts be estab- 
lished on stable lines of merchandise 
or equipment based upon the true facts 
as to cost of distributing such products 
and not upon guesswork or hope. 

7. Distribution that is reasonably and 
intelligently restricted to the number of 
outlets consistent with the market, with 
due consideration to the fact that their 
competitors, too, must be allowed to 
share in the market. 

8. Arrival at some reasonable classi- 
fication of trade, and that consistency 
be followed by making the same classi- 
fication for wholesalers operated by 
manufacturers. : 

9. That a real analysis be made of 
whether or not direct selling really pays 
when it brings in its wake a demoral- 
ized contractor, wholesaler, price, and 
quality situation and increases sales 
costs by duplicating and _ triplicating 
sales effort. 

The program asks of wholesalers that 
they: 

10. Determine whether the future 
functioning of a wholesaler does not 
call for a decision as to the field and 
extent of wholesale distribution and its 
limitation so that it may be determined 
whether the wholesalers cannot re-es- 
tablish themselves as the buyer and com- 
plete supply source for the contractor, 
becoming the agent of the contractor 
a little more and of the manufacturer 
less. 

11. The activities of wholesalers’ 
salesmen be promotional and compen- 
sated for upon that basis, so that the 
temptation to sell direct, which is now 
presented in their compensation scheme, 
will be eliminated and that they. can bet- 
ter fulfill their function as- advisor, 


‘buying agent, salesman and expert on 


a product which the contractor needs 
to*help him in his sales and business 


development. As long as the contractor 
must consider the wholesaler’s sales- 
man as his competitor, there is little 
hope that this salesman can perform 
these really necessary functions for him. 
The great investment of both manufac- 
turer and wholesaler in advertising, 
sales promotion, and personal selling 
effort, cannot help but be checkmated 
by contractors in their own self-preser- 
vation as long as they are competing 
with those who should be allies. 

12. More careful consideration of the 
profitableness to cooperating dealers of 
some of the sales programs prepared 
by utilities. 
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Model Ordinances Drafted by 
N.E.C.A. - N.E.M.A. Committees 


A joint conference of committees, 
appointed by N.E.C.A. and N.E.M.A., 
to discuss regulatory legislation, was 
held in Chicago, November 29. Tenta- 
tive drafts of three model ordinances 
were approved covering inspection and 
installation, sales control (regulating 
sales at retail) and licensing. 

When these separate draft forms 
have been approved by the N.E.M.A., 
N.E.W.A., N.E.C.A. and N.ELL.A., 
combination ordinances will be drafted 
embodying all or any combinations of 
the three forms in a single ordinance, 
for the guidance of the local authority 
planning the adoption of a_ general 
regulatory ordinance. 

v 


Organization of Local Cookery 
Councils Making Progress 
The spearhead of the National Elec- 
tric Cookery Council program—the 
Local Cookery Council—is developing 
rapidly in several sections of the coun- 
try. Information has been received 
of local councils being formed in 
the following cities: San Francisco, 
Cal., Portland, Ore., Los Angeles, Cal., 
Brockton, Mass., Akron, O., Youngs- 
town, O., Columbus, O., Milwaukee, 
Wis., Reading, Pa., Lebanon, Pa., 
Easton, Pa., Yorkhaven, Pa., Rich- 
mond, Va., Norfolk, Va., Oklahoma 
City, Okla., Dover, N. J., Findlay, O., 
Beaumont, Tex., St. Louis, Mo., Phil- 
adelphia, Pa., and Boston, Mass. 
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thet Three million of ’em! 


Durinc the past two years vacuum cleaner sales have fallen far 
behind wear-outs. More than a million cleaners are more than 
nine years old—ready for discard. Two million additional are 
over seven years old—practically worn out. Millions more are 
approaching similar decrepitude. 

“The U.S. market can absorb 1,300,000 new cleaners yearly 
—twice as many as were sold in 1931,” says an investigator. 
Have you thought about this tremendous reawakened market? 


The need of a new vacuum cleaner can easily 
be proved to any housewife 


On an uncleaned rug—in store or prospect’s home—let the 
dealer place any normally used cleaner over seven years old. 
With a new Hamilton Beach alongside, the respective cleaning 
qualities make the need of a new cleaner instantly, glaringly 
apparent. .. . And the Hamilton Beach will sell itself more 
quickly than any other. 

Its retail price of $39.90 is the lowest ever offered for so much 
power, beauty and service. Its heavy suction and motor-driven 
brush get deep-down dirt. Its gentle beater-sweeper action is 
kind to rugs. Its large dirt capacity, streamline nozzle with 
seven-position adjustment, fool-proof belt, blue-and-gray checked 
bag, are other features combining attractiveness, efficiency, 


long wear—matchless value. 


Consumer wake-up material for your dealers 


We’ve some timely new window display cards and hand-out 
literature emphasizing the ineffectiveness of old cleaners and 
the swift, thorough work of the Hamilton Beach. And remember: 
Hamilton Beach products are distributed on a clean-cut jobber- 
dealer policy, with constant aim toward 100% price maintenance 
and full profit for all. The Hamilton Beach Manufacturing 
Company, Racine, Wisconsin — Subsidiary of Scovill Mfg. Co. 










































Here’s a plan to replace them 
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Trends in 





Distribution 


A digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields 








A Wholesaler Discontinues 
Monthly Statements 


Sending out bills at the end of each 
month to 1,000 accounts means $30 in 
postage alone, not to say anything about 
the labor involved in making out the 
monthly statement, or of the cost of 
printing forms and envelopes for mail- 
ing them. And that is one of several 
reasons why one automotive wholesaler 
stopped sending out monthly statements 
as an unnecessary expense, since a bill 
or memorandum invoice was sent out 
with every delivery of merchandise, for 
which the buyer signed one copy and 
kept the other. 

“We did that around the first of the 
year as an economy measure without 
any idea of the increased postage rate 
at that time,” it was explained, “but 
now that it costs three cents rather than 
two cents, there is all the more reason 
for doing so. The customer has a bill 
for every shipment he receives, and we 
know that if we ourselves never got a 
statement from any source that it would 
not make any material difference to us 
in our bill paying, so we figured it 
would be the same thing with our cus- 
tomers.”—From Motor World Whole- 
sale for September. 


v 


Preventing Price Cutting Through 
Controlled Distribution 


The manufacturer should control his 
distribution. We sold the wholesaler 
only when, by advertising and direct 
selling by our own salesmen, we had 
built up a demand to the point that the 
service wholesaler really needed the 
goods to fill an established demand. We 
were then able to arrange his terms so 
that there must be a spread between his 
price to the trade and our price to the 
trade. 

To make the situation sufficiently 
attractive to the wholesaler, we limited 
his competition by supplying only 
enough wholesalers to serve any par- 
ticular district— usually one or two 
old-line, reputable houses. We, our- 
selves, trust our wholesalers not to cut 
prices. However, even if they do, the 
cutter is buying too unfavorably to be 
able to slash prices, and so, in a field 
that is notorious for predatory price- 
cutting, we have been able to secure 
nation-wide distribution at full prices, 
and the active cooperation of dealers 


and wholesalers alike. In the meantime, 
our sales figures have kept up with 
those of 1929, even in this sad year 
of depression—Cecit SmitH, Manag- 
ing Director, Yardley & Co., Ltd., in 
Executives Service Bulletin for No- 
vember. 


v 
Credit Control 


The wholesalers owe it to themselves 
as well as to their customers, to be more 
careful in granting credits, especially 
on competitive work. 

There was at one time a credit con- 
trol plan that looked as though it would 
solve this problem, but the national 
houses got “cold feet” when scared out 
by their lawyers. Instead, however, of 
trying to find a way out and accomplish 
the same end legally, they seemed well- 
satisfied to take refuge behind legal 
opinion and do nothing. 

Perhaps, now that times have changed 
the customer’s voice can once more be 
heard. We believe, in spite of all that 
has been done to discourage the con- 
tractors, they will still welcome any 
evidence from the wholesalers that they 
are sick and tired of doing business in 
such a haphazard manner. 

The wholesaler’s national association 
has appointed a committee to confer on 
mutual problems with the National 
Electrical Contractors’ Association. 
While the wholesalers have not named 
these problems, perhaps they will in- 
clude credit control. — Editorial in 
Electrical Contracting for December. 


v 


A Plan to Sell More Lighting 
Fixtures 


There is no better credit risk in the 
United States today—than the man who 
owns his home. Tens of thousands of 
home-owners who purchased homes 
with “builder-selected” lighting fixtures 
already installed, would grasp the op- 
portunity to “re-fixture,” according to 
their own taste, providing the pay- 
ments could be made in the same man- 
ner as the electric refrigerator and oil 
burner were bought and paid for. 

A lighting fixture order paid for with 
a s@ries of notes signed by the home 
owner, endorsed by the fixture dealer, 
and offered to the discount corpora- 
tion by the fixture manufacturer will 
be discounted by the bankers. The home 
owner will thus enjoy his new lighting 


system, the fixture dealer will be ena- 
bled to pay his bill, the lighting fixture 
manufacturer will receive his money, 
the bankers will re-discount the pro- 
ceeds—and the great force of credit 
will have been put to work to put the 
factories to work. 

On the original transaction no actual 
cash changes hands, yet merchandise is 
moved from the manufacturer to the 
wholesaler, then to the dealer, then to 
the consumer—and the entire cycle is 
completed without credit loss. It ap- 
pears obvious that commercial credit 
will have to be more fully utilized in 
order that business be resumed on a 
profit-volume basis. 

This plan merits serious consideration 
by the individual lighting fixture manu- 
facturers and by the Artistic Lighting 
Equipment Association as_ well. 

All practical details for putting the 
plan into effective operation can be 
quickly worked out. An industry com- 
mittee should be appointed without de- 
lay, to study this plan and to make 
recommendations.—JosEPpH X. NETTER 
in Lighting for October. 


Vv 
Why Retail Druggists Prefer to 
Buy from Wholesalers 


Wholesalers are preferred to manu- 
facturers as sources of supply by all of 
the retail druggists in the city of St. 
Louis reporting in the National Drug 
Store Survey. 

“Better service” was given as the rea- 
son for preferring to deal with whole- 
salers by 61.29 per cent of the druggists, 
“less stock may be carried” was ad- 
vanced as the most important considera- 
tion by 27.65 per cent, “the wholesaler 
is essential to the retailer” by 4.61 per 
cent, and 6.45 per cent gave other rea- 
sons, 

It was found that on an average the 
city druggists dealt with 3.15 drug 
wholesalers. More than 85 per cent 
deal with more than one and less than 
five wholesalers ; 18.18 per cent deal with 
two; 38.38 per cent with three ; and 28.79 
per cent deal with four wholesalers. Ap- 
proximately 90 per cent said that they 
deal with more than one wholesaler in 
order to get all items of merchandise 
needed, nearly five per cent said they got 
better prices on certain lines by patron- 
izing several sources, and other reasons 
given were better service and friendship 
for salesmen.—Domestic Commerce for 
November 20. 
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Constructive Sell- 
ing Will Lead to 
Victory in ’33 


Constructive selling is needed in 
these times to bring about sales. It 
is no longer orolitatle to merely try 
to steal business away from the man 
across the street by playing up price 
as the chief sales argument. This 
merely divides the business that is 
already in the market. 


Constructive selling is creative. It 
makes new customers. It sells new 
wants and new ideas to old custom- 
ers. Sustain this program of con- 
structive selling and 1933 will sus- 
tain you. 


Win These 
EXTRA 


Cash Prizes 


In addition to the $10.00 Cash Prize 
which will be awarded by Electrical Whole- 
saling to the wholesaler’s salesman who re- 
ports the largest sale of Benjamin products 
during the month the Benjamin Electric 
Manufacturing Company will give four addi- 
tional cash prizes each month to the four 
next highest men. These awards will be as 
follows: 


2nd Prize $7.50 
3rd Prize $5.00 
4th Prize $5.00 
5th Prize $5.00 


These awards will be made under the rules 
governing the Victory 33 Contest of this 
publication. 


BEN/AMI 





\ 


Sell Plant 
Modernization 


There’s a lot 
going on if 
you will dig 
below the sur- 
face. For ex- 
ample, brewer- 
ies are being re- 
modeled and 
relighted; tex- 
tile mills, boot and shoe factories and food 
plants are good prospects now. Many plants 
have special lighting problems in some de- 
partments for which special fixtures, such as 
the Projectolite, Intensifier, and Inspection- 
Lite, would be suitable. 











Are Your Contractors 
Looking for Work? 


Then tell them 
about yard 
lighting to pro- 
tect homes and 
business places 
against night 
prowlers. Here 
is a field for the 
small Benjamin 
Floodlights—the Junior, No. 5810 at $5.80; 
Utility, No. 5815, at $12.80 list, and also for 
the yard lighting reflector, No. 1943, packed 
complete with bracket and stem at $3.50 list. 





Sell Them Lighting to 
Increase Their Sales 


Lighted signs will 
create sales for 
many business 
houses. There is a 
big field for the 
Benjamin Sign 
Reflector, No. 
5570. For the 
lighting of transom 
signs and many other unlighted signs of all 
types. Remember there is no other sign re- 
flector as neat and inconspicuous in appear- 
ance as this exclusive Benjamin reflector. 








Show This New 
Aluminum Socket 


Especially designed for 
the many outdoor heavy 
duty services where no 
shade holder or reflector 
is required. Itis easy to 
wire, rugged, and last 
but not least is inex- 
pensive. A strong alum- 
inum casing protects 
the porcelain interior 
and makes the socket 
entirely weatherproof. 

Remember, the Cat. No. is Benjamin 4123. 








Benjamin Signals Are Always in Demand 


Here is a complete line adaptable to inexpen- 
sive signaling installations for the factory, 
the office or institutions. Have you seen the 
new Benjamin Kode-Kall? A mechanically 
operated calling device to call thirty different 


people and lists only $40.00. Have you heard 
the new Single Stroke Chimes or Bells? Look 
them up on page 102A-1 of the Benjamin 
Catalog. 





Benjamin Electric Manufacturing Company 


New York 


Des Plaines, (Chicago Suburb) IIl. 


San Francisco 
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Wholesaler 


nea contributions 
of news items, together with 
snapshots of their personnel, are 
solicited from electrical whole- 








News 


salers and specialty distributors 








Graybar Announces Changes 
on West Coast 


A number of changes have just been 
announced by the Graybar Electric Co. 
for their offices on the Pacific coast. 

As recently reported in ELECTRICAL 
WHOLESALING, J. I. Colwell, manager 
of the Seattle branch, has been named 
as northwestern district manager. Mr. 
Colwell has been associated with Gray- 
bar since 1904 and has been manager 
of the Seattle branch since 1913. Dur- 
ing his career with Graybar, he has 
served at New York, Chicago, Los An- 
geles, and San Francisco in addition to 
Seattle. 

J. P. Carson, manager of the Spokane 
branch has been appointed sales man- 
ager at Los Angeles, taking over the 
post made vacant by the death of H. T. 
Simmons. Mr. Carson has been man- 
ager at Spokane since 1921 and has 
been with the Graybar company since 
1910. 

V. E. McCain, sales manager at 
Tacoma has taken over Mr. Carson’s 
job as manager at Spokane. Mr. Mc- 
Cain has served for some time as sales 
manager of the Tacoma House. 

The final change brings J. Reine of 
the Seattle office to take Mr. McCain’s 
place at Tacoma. 


v 
L. M. Willis with Thor-Pacific 


Recently the Thor-Pacific Co. took 
over the distribution of Majestic radios 
and other products. As a result of this 
step L. M. Willis, formerly Pacific 
coast manager for Majestic is now 
manager of the Majestic Products Divi- 
sion of Thor-Pacific. All Majestic 
stock has been taken over from Ungar- 
Watson, Inc., the previous distributors. 


v 


Wilmington Wholesaler Effects 
Operating Economies 

The F. R. Gooding Co., Wilmington, 
Del., has done away with sending out 
typewritten invoices. All orders are 
written up in quadruplicate on a sales 
register. The original copy is priced 
and mailed to the customer thus serving 
as an invoice. 

This house has recently discontinued 


the operation of its own trucks and is 
now using a local package delivery 
service, 

The Wilmington Chamber of Com- 
merce has appointed F. R. Gooding a 
member of its Wholesale Trade Exten- 
sion Committee. 


v 
Providence Wholesaler Opens 


New Bedford Branch 


The Union Equipment and, Supply 
Co., Providence, R. I., has recently 
opened a branch house at 350 Acushnet 
Ave., New Bedford, Mass., which will 
serve Nantucket, Martha’s Vineyard 
and Cape Cod as far as Wareham. Per- 
sonnel includes Warren F. Griffin 
and Everett Blossom, salesmen, Louis 
Shurtleff, counterman and Malcom 
Hathaway, stock man. 





29 
“Victory” Prizes 
for January 
(See Pages 17 to 21) 
Salesmen are urged to report ALL 


their sales, regardless of amount, 
on ALL lines handled by their house. 


Small Totals May Win 











Radisco to Furnish Centralized 


Radio for Hawthorne School 


Mr. Ray Miller, in charge of central- 
ized radio sales for the Radio Distribut- 
ing Corp., RCA Victor wholesalers in 
New Jersey and Northeastern Pennsyl- 
vania, reports the successful culmina- 
tion of the negotiation with the Watson- 
Flagg Engineering Co. of Paterson, for 
a complete RCA Victor centralized 
radio installation in the new school now 
being constructed by the City of Haw- 
thorne, N. J. 


23 Wholesalers Accept Appoint- 
ments as Industry Commissioners 

The Permanent Committee on Trade 
Practices recently selected 43 electrical 
wholesalers to act as local industry com- 
missioners to enforce the Federal Trade 
Practice Rules in their own districts. 
Twenty-three of the 43 nominees have 
already accepted their appointments. 
They are: 

Brooklyn; A. S. Greenfield, Green- 
field Electrical Supply Corp. 

Newark; Robert Beller, Beller Elec- 
tric Supply Co. 

Albany; E. A. Jones, Havens Elec- 
tric Co. 

Utica; D. A. Hughes, Langdon & 
Hughes Electric Co. 


Buffalo; Karr Parker, McCarthy 
Bros. & Ford. 
Charleston, W. Va.; C. B. Peck, 


Charleston Electrical Supply Co. 

Norfolk; M. G. Goldback, Atlantic 
Electric Co., Inc. 

Atlanta; J. J. Perry, General Electric 
Supply Corp. 

Louisville; Paul Tafel, Tafel Electric 
Co. 


Columbus; H. D. McCleery, Mc- 
Cleery-Carpenter Electric Co. 
Cleveland; F. K. Bybee, General 


Electric Supply Corp. 

Indianapolis; C. F. Fitchey, General 
Electric Supply Corp. 

Grand Rapids; F. 
Graybar Electric Co. 

Cedar Rapids; J. B. Terry, Terry- 
Durin Co. 

New Orleans; L. L. Hirsch, Electri- 
cal Supply Co. 

Dallas; H. R. Worthington, General 
Electric Supply Corp. 

Tulsa; C. B. Nelson, Nelson Electric 
Supply Co. 

Kansas City; W. S. Blue, Columbian 
Electrical Co. 

Omaha; J. E. Sweeney, Westing- 
house Electric Supply Co. 

Salt Lake City; C. B. Hawley, Inter- 
Mountain Electric Co. 

Seattle; Harry Byrne, North Coast 
Electric Co. 

Portland, Ore.; O. B. Stubbs, Stubbs 
Electric Co. 

San Francisco; D. E. Harris, Gen- 
eral Electric Supply Corp. 


H. Caestecker, 
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Obituary 








William S. Berry 


An outstanding service of 28 years in 
the electrical industry came to an end 
on December 2 with the death of Wil- 
liam Shelby Berry. Before his retire- 
ment into private life about a year ago, 
Mr. Berry was serving as assistant Pa- 
cific district manager of the Graybar 
Electric Co. 


W. S. Berry 


Mr. Berry’s career with the Western 
Electric Co. and Graybar dates back to 
May 10, 1904, when he joined the or- 
ganization as a salesman at New York. 
His advance was rapid for, within two 
years, he was made manager of the 
Cincinnati office of the company. 

Within another two years, he had 
moved on westward to take up new 
duties as sales manager of the San 
Francisco office. He remained at this 
post until August, 1921, when he was 
made supply distributing sales manager 
at the same office. Two more years 
brought him the post of supply distrib- 
uting manager. 

When the Supply Department of the 
Western Electric Co. was organized as 
the Graybar Electric Co. in 1926, Mr. 
Berry became manager of Graybar’s 
San Francisco office. In 1930, he was 
made assistant Pacific district manager. 

Mr. Berry’s passing is mourned 
deeply by the electrical industry where 
he was widely known. The loss to his 
former Graybar associates may per- 
haps best be expressed by a paragraph 
in “The Golden Gate,” the house organ 
of Graybar’s San Francisco office. It 
reads: 

“William Shelby Berry, our beloved 
leader for many years, has passed away 





and we, whom he liked to call his Gray- 
bar children, mourn the passing of a 
kind friend, a sage counselor and a 
man who by example even more than 
by precept, was a moral and spiritual 
force in our lives.” 


v 


John W. Reese 


John W. Reese, vice-president and 
treasurer of the Doubleday-Hill Elec- 
tric Co., passed away at his home in 
Washington, D. C., on December 14 
following an operation for appendicitis. 

A native of Staunton, Va., he had 
been connected with the Doubleday- 
Hill Co. for the past 18 years. Always 
keenly interested in the electrical indus- 
try, he was active in the committee 
work of the Electric League of Wash- 
ington, also in the affairs of the Inter- 
national Association of Electrical In- 
spectors. 

As business man, family man and 
sportsman, “Jack” Reese held a place 
in the industry all his own. 


v 


George P. Baldwin 

George P. Baldwin, vice-president 
of the General Electric Co. in charge 
of activities connected with steam rail- 
road electrification, died of pneumonia 
December 7, after an illness of only 
a few days. 

Mr. Baldwin was born in San Fran- 
cisco in 1874 and was graduated from 
Leland Stanford University in 1896 
with the degree of A.B. In the follow- 
ing year he entered the employ of the 
Stanley Electric Co., which in 1903 
was bought by the General Electric 
Co. At that time Mr. Baldwin 
became vice-president of the Blais- 
dell Co. of Los Angeles, where he 
remained until he was made man- 
ager of the Pittsburgh office of the 
General Electric Co. in 1910. In 1915 
be was made manager of the Atlantic 
district of the company, with head- 
quarters in Philadelphia. When the 
Merchandise Department of the com- 
pany was created in 1923 Mr. Baldwin 
was made the manager. In 1925 he 
became a vice-president of the com- 
pany, with headquarters in New York 
City. 

Vv 


John H. Burns 


Ill a week with bronchial pneumonia, 
John H. Burns, vice-president and gen- 
eral manager of McCarthy Bros. & 
Ford, died at his home in Buffalo on 
November 23. He was 56 years old. 

A native of Quebec, Mr. Burns came 
to Buffalo in 1880 at the age of four. 

Educated in a public grade school 
and Canisius High School, he worked 
with various electrical firms until in 


1905 he entered the supply department 
of McCarthy Bros. & Ford. He was 
elevated to the vice-presidency and man- 
agership in 1926. 





J. H. Burns 


Enjoying “mixing with men” more 
than anything else, Mr. Burns had been 
a member of more than 25 clubs and 
associations. The charity work of the 
Elks lodge appealed to him particularly 
and he was active for several years in 
organizing the Christmas relief for 
needy families. In 1928 he was exalted 
ruler of the Buffalo lodge and last year 
he was named district deputy grand ex- 
alted ruler. 





Personals 





Joun C. Mertz will travel the east- 
ern shore of Maryland for the F. R. 
Gooding Co., Wilmington, Del. 

Ben BeckHom and Verl Haines are 
two new salesmen with the Triangle 
Wholesale Electric Co., Muncie, Ind. 

Ben Levy has been appointed man- 
ager of the radio department at Kahn 
and Levy, Galveston, Tex. 

Frep Bop, after seven years as a 
counter man, is now selling on the road 
for the Lindley Electric Supply Co., 
Philadelphia, Pa. 

C. A. TEEL is a new man in the order 
department of the Nelson Electric Sup- 
ply Co., Tulsa, Okla. Mr. Teel was 
formerly with the General Electric 
Supply Corp. 

v 


November Best Radio Month 
in Three Years 

The Hardware Products Co., Ster- 
ling, Ill., distributors of Crosley radios, 
experienced in November the biggest 
single month in the past three years. 
Sales of radio sets were more than dou- 
ble those of the corresponding month 
last year. 
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Manufacturers’ 


Activities 


ta news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literature 








Hygrade Sylvania Leases New 
Quarters in New York 


Announcement has been made by the 
Hygrade Sylvania Corp. that larger 
New York offices will be opened at 500 
Fifth Ave. on January 1. The entire 
50th floor has been leased and the work 
of laying out and furnishing the offices 
is going ahead at full speed. 

For the present the following will 
make their offices in New York as of 
January 1: E. J. Poor, chairman of the 
board; B. G. Erskine, president ; Walter 
E. Poor, vice-president; Stanley N. 
Abbott, Charles G. Pyle, H. P. Gilpin, 
and P. S. Ellison. The main lamp sales 
offices will be at Salem, Mass., and the 
main tube sales offices at Emporium, 
Pa., as heretofore. 


v 


Marble-Card to Expand Sales 
Activities 

R. H. Garrison, former general sales 
manager of the Universal Motor Co., 
Oshkosh, Wis., has become associated 
with the Marble-Card Electric Co., as 
vice-president in charge of merchan- 
dise. 

According to Mr. Garrison, Marble- 
Card has taken advantage of the de- 
pression period to re-tool for larger 





ali Sa ae 


Air Express for Emergency Orders: 
Reservations for shipment via air ex- 
press cannot always be made until the 
goods are packed or until they arrive at 
the air port. In one or two instances 
recently, J. L. Kingsbury, traffic man- 
ager of Curtis Lighting, Inc., Chicago, 
has succeeded in having passengers 
transferred to a second or later ship, so 
that this company’s air express ship- 
ments would not be delayed. 


production and with the greater facili- 
ties now available, wider distribution 
for its products will be sought. 

A member of N.E.M.A., the company 
manufactures a very complete line of 
a.c. motors up to 100 hp., and d.c. 
motors up to 75 hp. 

Vv 


Maxwell L. Spaulding 
Now with Manning-Bowman 


Manning-Bowman and Co., appliance 
manufacturers at Meriden, Conn., have 
announced the appointment of Maxwell 
L. Spaulding as general sales manager. 
Mr. Spaulding has been prominent in 
the electrical industry for many years. 
He first entered the electrical field by 
enrolling in the training school of the 
National Lamp Association under “Er- 
nie” Houghton. His next position was 
with Julius Andrae in Milwaukee as a 
wholesaler’s salesman. From there he 
went with the Trumbull Electric and 
Mfg. Co., as salesman and later was 
promoted to be their western sales man- 
ager with headquarters in Chicago. 
Leaving Trumbull, he became associated 
with the General Electric Supply Corp., 
as central district manager at Chicago, 
holding this position until a few months 
ago. Mr. Spaulding has been active in 
the work of the National Electrical 
Wholesalers Association, serving as 
chairman of the Outside Construction 


Materials Committee. 
Vv 


G. V. Weir Joins Circle F 
as Sales Manager 


G. V. Weir, for many years a manu- 
facturer’s agent in New York City rep- 
resenting electrical supply and lighting 
fixture manufacturers, has been ap- 
pointed sales manager of the Circle F 
Manufacturing Co., Trenton, N. J. 

In commenting on his new appoint- 
ment, Mr. Weir told a representative 
of ELecTRICAL WHOLESALING: “When 
in the wholesaling business in New 
York, I was one of Circle F’s, or rather 
the old E. H. Freeman Electric Co.’s 
biggest customers. After giving up my 
agency business what could be more 
natural than for me to enter the manu- 
facturing field and with this particular 
company whose products I knew so 
well ?” 


Detroit Vapor Stove Enters 
Electric Range Field 

The latest manufacturer to enter the 
electric range field is the Detroit Vapor 
Stove Co., Detroit, Mich. Years ago 
when this company was building kero- 
sene ranges, it introduced porcelain in 
the construction of its product and 
later presented the first all porcelain 
gas range, without exterior bolts or 
screws. Through a subsidiary company, 
Detroit Star Products Corp., a new line 
of electric ranges in five color combina- 
tions has been developed under the 
trade name “Detroit Electric Star.” 


v 


W. F. Howe to Handle 
American Switches 

The American Electric Switch Corp. 
of Minerva, O., manufacturers of serv- 
ice and industrial safety switches, has 
appointed W. F. Howe as its sales rep- 
resentative for western Missouri, Kan- 
sas and Oklahoma. 

Mr. Howe, who was formerly asso- 
ciated with W. I. Ferguson and Co., 
manufacturers’ agents of Kansas City, 
has recently opened his own agency at 
309 Dwight Bldg., and is now handling 
Collyer, Fretz-Moon, Stanley and Pat- 
terson and Thomas and Betts products. 








His Own Idea: 


representative of the Hamilton Beach 
Manufacturing Co., tells Fred Eisemann 
of the Revere Electric Co., all about this 
effective display arrangement designed, 
built and set up by him for his distrib- 
utors. 


K. C. Bonde, Chicago 
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General Electric Organizes 
New Finance Company 

Organization of the General Electric 
Contract Corp., to purchase from dis- 
tributors and dealers installment pay- 
ment obligations covering the sale of 
General Electric household appliances 
and other products, has been announced 
by the General Electric Co. The in- 
itial operation of the new corporation 
will be in the New York metropolitan 
area and will be extended to other cities 
as service and volume of business re- 
quires. 

The commercial credit and other 
finance companies which have satisfac- 
torily handled this business will con- 
tinue to operate in all territories pend- 
ing the opening of additional branches 
of the newly organized company. 

G. F. Mosher, assistant treasurer of 
the General Electric Co., has been 
named president of the corporation 
which will have its main office at 120 
Broadway, New York City. 

v 
Railway Air Conditioning Equip- 
ment Announced by Frigidaire 

Frigidaire Corp., refrigeration sub- 
sidiary of General Motors, has an- 
nounced its entrance into the railway 
euipment field with a complete line of 
air conditioniing equipment for sleep- 
ing cars, club and observation cars, 
diners and day coaches, 

The new air conditioning equipment, 
according to E. G. Biechler, president 
and general manager, is a joint develop- 
ment of General Motors’ research lab- 
oratories in Detroit and Frigidaire’s 
engineering division in Dayton. 

A separate factory division has been 
established in Dayton for the new sales 
and engineering activity. An exhibit, 
set up at the Frigidaire railway air 
conditioning laboratories, includes a 
testing car-shed in which the extreme 
heat and humidity of any section of the 
country may be reproduced and actual 
operating conditions simulated. 

v 


McGraw Medal Awarded to 
H. P. Liversidge 








This year the judges appointed by the | 


Society for Electrical 


have awarded the James H. McGraw | 


Medal for Cooperation to Horace P. 
Liversidge, vice-president of the Phil- 
adelphia Electric Co. This is in recog- 
nition of his leadership in the develop- 
ment of a practical coordination between 
electrical men of Philadelphia, also of 
his work for harmony of purpose in 
the national policies of the industry. 

The presentation was made on De- 
cember 14, at a dinner sponsored by 
the Electrical Association of Philadel- 
phia. 


Development | 


| 








ATTENTION!! JOBBER’S SALESMEN 


Trumbull @ 


switches that are 
sold today in 
quantity 





There is a sale of Type “D’’ Switches today for Oil Burner 
Installations, General Duty and Motor Starting Work. They 
are low in price but built to Trumbull standards. 


Two items of particular interest to you in the line are: 


No. 24921—2 H.P. 230 V.A.C. and 250 V.D.C.— 
List $2.00. 


No. 24111-K—30 Amps. 125 V. 2 Pole, S. N.— 
List $1.68. 


Cat. No. 24111-K is a new switch adapted for oil burner con- 
trol with two separate insulated neutral straps, each having 
two terminal screws for connections to oil burner thermostat 
and neutral wires. 


Are you well sup- 
plied with copies 
of new Bulletin 
“D’’, Nov., 1932, 
to leave with your 
customers? 


Look over Trum- 
bull Cat. pages 29, 
294A, and 67 now. 
It will help you 
sell. 





No. 23322 





No. 24111 No. 24321 


THE TRUMBULL ELECTRIC MFG. Co. 


Plainville, Conn. 





A GENERAL ELECTRIC @ ORGASIZATIOR 


























36 ELECTRICAL WHOLESALING 








Meter Service and Safety Switches 
Will Help Boost Your Sales 


WADSWORTH 


Switches have always been 
favorites with the men doing 
the actual installation work. 





“D-tach-O” 





Another favorite comes into its own. It opens the 
door to increased sales for your Jobber’s Salesmen. 


Why not take advantage of the opportunities existing 
right in your territory. 


etn tN NLR ESC OS RR RNs a NRE NRA BRORE ti: 4 


> 


nites 





Our representatives everywhere will be glad to work with you. 





The WADSWORT Hed CTRICMEGG INC. 
Covington ntucky. 




















Commonwealth Edison Offers 
Optional Lamp Service 

The Commonwealth Edison Co. has 
announced that it “has been furnishing 
its customers with incandescent lamps 
for use in connection with the elec- 
tricity purchased. The cost for the use 
of the company’s lamps has been in- 
cluded in the rate for electricity at the 
actual cost to the Commonwealth Edison 
Co. of furnishing its standard lamp 
service. 

“Effective December 1, 1932, the cus- 
tomer has the option of obtaining elec- 
tricity with lamp service, as in the past, 
or electricity only, without lamp service. 
If the customer desires the Common- 
wealth Edison Co. to furnish electricity 
only, and wishes to buy his own lamps, 
the company will, upon written notice, 
collect its lamps and thereafter reduce 
the customer’s rate by 15/100 of a cent 
per kilowatt hour.” 


v 


Fretz-Moon Appoints 
New Distributor 


The Fretz-Moon Tube Co., conduit 
manufacturer of Butler, Pa., has ap- 
pointed the Missouri Valley Electric 
Co., Kansas City, Mo., an exclusive dis- 
tributor for its products. 








A Quarter Mile Length of Conduit: 


What is considered to be the longest 
length of steel conduit in the world was 
recently made from a single strip of 
steel in the plant of Fretz-Moon Tube 
Co., Butler, Pa. According to the man- 
ufacturer this piece of one-eighth in. 
pipe, the smallest commercial size and 
the most difficult to produce, is 1177 ft. 
six inches long and is flawless from one 
end to the other. It was made by Fretz- 
Moon’s patented process whereby when 
the end of one coil of skelp is reached 
another is electrically welded to it, so 
that a continuous band of steel keeps 
passing through the furnace and rolls at 
all times. 
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Wishing for His Clubs? M. J. Whitfield, 
sales manager of Steel and Tubes, Inc., 
Cleveland, was one of the spectators at 
the golf tournament held in connection 
with the recent convention of the 
N. E. C. A. at Kansas City. 








New Uses for Ultra-Violet 
Lamps | 

The Arcturus Radio Tube Co., New- | 
ark, N. J., reports many uses for its | 
new ultra-violet lamp in addition to its 
primary use as a sun lamp. 

Some department stores are using | 
these lamps in their windows, on count- 
ers and in departments for matching | 
colored merchandise. Printing plants | 
also find the ultra-violet lamp excep- | 
tionally efficient in matching colors and 
in mixing inks, while its illumination is 
much easier on the eyes of linotype | 
operators and compositors. 

In flower shops these lamps not only 
show up the color of flowers better, 
but at the same time the ultra-violet 
energy actually benefits plants just as 
sunlight does. 

Says Jack Geartner, sales promotion 
manager of Arcturus, “I sincerely be- 
lieve that the many uses of the ultra- 
violet lamp in addition to its primary 
use for beneficial health rays, indicates 
a sales potential greater than that of 
radio tubes.” 





v 


Less Than Fifteen Past | 
Due Accounts | 
In the month of October last, the 
Myers Electric Supply Co., Inc., Los 
Angeles, had less than 15 past due ac- 
counts. This is the result of a clearly | 
defined credit policy which they have 
adopted and followed out consistently. . 
It is the kind of a policy, which if gener- 
ally adopted should result in the elimina- 
tion of many of those electrical con- 
tractors who are constantly jeopardiz- 


Win with the NEW 100 Watt 


No. 310 ‘‘Favorite’’ 


PRICE, Ea. $3.50. Std. Pkg. 20 








Ordinary 
2%” Holder 
Required. 






Diameter 7” 
Height 554” 


End view 
through 
window 
shows how 
effectively 
No, 310 
lights display. 
This new X-Ray Reflector will light average small windows 
brighter and better than any other reflector or globe using 
100-watt lamp. Make “No. 310” your “favorite”! Replace 
the hundreds of make-shift installations in your district 
that now use bare lamps or enclosing globes. Provide 
from two to four times more light in those windows with 
X-Ray Reflectors. They are Golden Armored and Stay 


Bright! Always Good as New!! 








=r 


GLOBE 
HERE 






Comparison of Actual Light on Display 


Same Window, Same Goods, Same Current—300 Watts 
(Measured through middle of window) 


CJ 
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NE LAMPS. HERE | | 
2—150 or 1—300 watt X-Ray Reflectors 
™ hae | pte]. ae | ee 
Bare Lamps _ Enclosing Globe | with 
\ ae. oe | 3——100 Watt Lamps 
wales ~ wien TR SSR 45 
i _ ee weet: oS’ oe 60 
List ae eee: ee i123 65 
i PA OR SE i ee Oe 64 
3 ow ‘3 cath: eae 63 
| F 21 65 40 
Pr wv 
} Total re eh . 337 
Average 
of 6 points . 4 56 





Section diagram 
thru test window. 


Each X-Ray “Thrifty-Three” No. 53 uses three No. 310 “Favorites” 


CURTIS LIGHTING 


New York 


Intensities in Foot Candles, the standard measurement for light. 


Chicago Toronto Antwerp 


aucsnaendeaneneanasaanent/se this Coupon==aaaasnceneaeenenens 
or write direct to 


Curtis Lighting, Inc., 1121 W. Jackson Blvd., Chicago, Illinois 


ec cetaet circulars (Serial No. 774) to help a sell the New No. 310 “Favorite.” 


us 

Send literature that gives ideas where to sell ....CurtiStrip ....LightStrip ....Interior Floodlights 
<u c:Aiiscemedd RiaBatines i, «sMnaebely Beaten Gates GD CW. sans dene ccasanccecavncecenes 
| mf PPOPPererererererreree eee PRP ETT PTET OLTEPRLET CEE rT Tier 
Address 


Representing (Name of Wholesaler)... .......-ceecccccceeecenecesecseceesssersseseeseees 
SBS SSB SSB SS SBS SSS SSS SSS SS STS SSS SC SSS SF SFC STS SESS STS SSS SSS SS SS Se SS 


Please send 
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THIN MODEL 


WINS? 


—w here Service and 

















C= 
IES 


famous 


| Electrical Specialties of 


VALPARAISO 


Adaptability Count 


The Levolier Thin model Switch No. 41 is an 
achievement in small switches, The above actual 
size picture shows it is less than 5% of an inch 
in thickness. . . In spite of its smallness, it 
retains all of the 


switch made. 


At the left are shown sixlogical uses for this practical Le 
lier, which may be Dosen iene, 










he practical characteristics of the 
Levolier line. It is the smallest 6 amp. 


in three different stem lengths. 


You’!l make no mistake in ordering 
these Levolier Thin Model Switches 


Quality 
ESTABLISHED 1904 

- INDIANA. 
Box No. 636 








WIN CASH PRIZE seting| 


PUSH-CLIP 
KEEP WIRES OFF THE FLOOR 


LAMP - RADIO TELEPHONE 
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1932 SALES EQUALLED 1931! 
Win that CASH PRIZE by selling this easy- 
quick-selling item to your electrical, radio, 
hardware dealers, etc. Used in every room 
in every home! Sells for 10c—and how it 
sells! ‘Automatic salesman” 4-color counter 
ecard (shown above) tells the tale—makes 
the sale. QUICK—grab this chance to WIN 
CASH PRIZE. Ask your Sales Manager to 
have these Justrite Counter Cards in stock! 


JUSTRITE MANUFACTURING CO. 
2045 Southport Ave., Chicago, Iil. 








Salesmen! 
Your Entry Blank 
for "Victory in '33" 
is on Page 21 


Small sales may win some 
some of the 29 prizes 


Report ALL your sales, the 
little ones as well as 
the big ones 


January Contest 
closes February 15 

















Seasoned Manufacturer's Executive: 
Possesses thorough understanding of 
problems of manufacturer and distrib- 
utor of electrical supplies. Has held 
but three positions in past 23 years, in- 
cluding five with large electrical whole- 
saler and 12 as assistant and later as 
general sales manager for prominent 
electrical manufacturer. For past six 
years has been vice-president in charge 
of sales for another well-known manu- 
facturer of electrical supply material. 
Has demonstrated his ability to pioneer 
new electrical products and to diplo- 
matically secure cooperation of local in- 
spectors, contractors and distributors. 
Address Box 12, Electrical Wholesaling, 
520 N. Michigan Ave., Chicago, Ill. 











The Strange Case of Field and Karsten: 
E. J. Field, left, assistant credit man- 
ager, laboriously looks up credits while 

E. Karsten, treasurer, lies in wait 
for that other phenomenon, cash, which 
has become stratified in the bottom of 
boxes, and sox. Ask them what this is all 
about. They are with Listenwalter and 
Gough, Los Angeles, Calif. 





ing the business of the reliable con- 
tractors. True, this policy has affected 
the volume of this wholesaler, but 
chiefly in the way that enables the boss 
to sleep nights. 

There is nothing new or spectacular 
about the policy. Briefly stated, it is 
this: 

1. Insist on settlement on the 10th 
of the month following date of pur- 
chase. 

2. Go after those that are delinquent 
at once, by personal contact. 


3. If not paid by the first of the next 
month, put on a cash basis, regardless 
of who the customer may be. 


4. In the case of new accounts, make 
them show a satisfactory financial 
statement and give references of places 
where they have done business in the 
past. Check these references carefully. 


5. In the case of new accounts, 
scrutinize them carefully. If they have 
a reputation for doing work too cheaply, 
taking into consideration, of course the 
overhead and conditions under which 
the contractor operates, do not extend 
credit and do not actively seek his bus- 
iness. 


While this policy has undoubtedly. re- 
duced volume to some extent, it has 
also reacted in many individual cases 
to bring in business that would not 
otherwise have been obtained. This is 
because, when a contractor has come to 
the point where he can no longer buy 
on credit but must pay cash, he is prone 
to go to some wholesaler where he does 


‘not owe money to make these cash pur- 


chases. For this reason the Myers com- 
pany has secured a number of new cash 
customers among those who were un- 
able to trade with them before on a 
credit basis. 
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Advantages of the 
Single Story Warehouse 

“If I were going to plan and build 
a building for electrical wholesaling 
purposes,” said H. K. Scheiber, service 
supervisor for the General Electric 
Supply Corp., Salt Lake City, “I would 
prefer to have it one-story, without 
basement, and located on the outskirts 
of the city, as against a warehouse of 
several stories located in the so-called 
wholesale district which can be found 
in most good-sized cities.” 





H. K. Scheiber 
General Electric Supply Corp. 
Salt Lake City 


Here are Mr. Scheiber’s arguments 
for the single-story building located 
well out. 

1. No elevators. Elevators involve 
the following items of expense: interest 
on investment; maintenance (manufac- 
turers’ inspection and repair) ; liability 
insurance; salary of operator, unless 


automatic, and the labor cost of dis- | 


bursing freight on the various floors. 








An Outstanding Duo: Their outstanding 
teamwork in the electric refrigeration 
field has contributed much to the spec- 
tacular sales increases of Leonard elec- 
tric refrigerators. R. I. Petrie, left, gen- 
eral sales manager of the Leonard Re- 
frigerator Co. of Detroit.and Grand Rap- 
ids, has a penchant, when out in the field, 
for firing in orders for carload lots of 
refrigerators. Albert M. Taylor, director 
of merchandising, keeps the field organi- 
zationon its toes with merchandising 
ideas and keen sales stunts. 


Add this organization 
“to your own 
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Above—Location of 
Wagner’s 26 branch 
offices. 


At Left—The huge 
Wagner plant at 
St. Louis 





by handling 





Wagner Pans 


When you take on the product of any manufacturer 
and program the expenditure of time, effort and 
money to develop sales for that product, you nat- 
urally give consideration to the staying qualities of 
that manufacturer. Perhaps you investigate the 
manufacturer’s financial condition. All of this is 
good business. 


Past performance is about the only yard stick by 
which you can measure the staying qualities of any 
manufacturer. 


Wagner offers its record of forty years’ service to 
the electrical industry as evidence of its staying 
qualities. In those forty years Wagner has built a 
national reputation and acceptance of its products. 
Wagner offers the cooperation of a nationwide 
organization, 26 branch offices, service stations and 
fan warehouses 


WadgnerElectric Grporation 


6400 Plymouth Avenue, Saint Louis,U.S.A. 
BRAKES 


F133-1 





MOTORS FANS TRANSFORMERS 
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Here’s A 
Prize Winner 
For You?! 
PAINE LEAD ANCHORS 


Used every day for 


Anchoring Conduit, Switch Boxes and hun- 
dreds of other fixtures, appliances, and 
equipment to concrete, stone, marble, 
brick and other solid materials. 


4) Ea) 


Machine Screw Type 





2 8 ae Us 
COMPLETE LINE 


WITH 





Loves a Good Horse: H. R. Curtiss, 


19¢ 3 QUALI ry electrical appliance distributor of San diem yy a 
—— . . 
dang We —_ only : good erchan- Used in quantities for new and old work 


AN D diser, but a great lover of horseflesh. and alterations by Electrical Contrastess, 


He owns “Patsy,” a three-gaited riding Utilities, and Industrials. 


mare, blue ribbon last year at the Oak- 
1933 sag PRICE(- land Show. Riding is his hobby. Attractive sales helps and samples free. 


Low competitive resale prices 








2. Floor supervision in a many-story Substantial jobber profits 
building requires a man of above aver- Protected by 100% Jobber Policy 
age training for each floor. A one-story Odhiee' Price Winnane 

The range of sizes and prices building requires but a single well- Henne: tidy “Pun Maite tail 
‘ trained man. Conduit Clamps — Pipe Straps 
of the Signal Fans for 1933 3. Less artificial illumination, as a ee an mee 
. one-story building properly built should conetianatinditalteidit 
will enable you to close sales provide ample daylight. LARGE STOCK — PROMPT SHIPMENTS 
. . 4. Better parking facilities in the 
that you otherwise might lose. outer location. Closely coupled with THE PAINE COMPANY 


: . this is the saving to both the whole- 3961 Carrell Ave., Chicage 
vel Y t y a , or arcla -» New Yor 
E e number is a quali fan saler and his customers in avoiding the Th Genie Be. Bow. Fok By 


— 2 price your customers necessity of driving through congested 
traffic. 


can afford to pay. Large or 5. Saving on pneumatic tube system, 
inter-communicating system, chutes, etc. 




















9 
small, there’s a fan for every 6. Time saved on the part of office Sell 
. . | and stockroom help in going from de- 
purpose... induction and | partment to department. 


; : Miva b 
universal motors, oscillators | 7. Eliminates the basement and pro- Y AGE R S 


vides a lighter and more healthful place 


and non-oscillators. Signal for stock men to work, thus increasing 
their efficiency. Soldering Paste 


No soldering paste could 
do better at any price so 
why not simplify your 
selling efforts by offering 


YAGER’S 


Yager’s soldering paste 
is packed in standard 
containers and 10, 25 
and 50 lb. drums. 





fans are easy to sell and they | 
stay sold. Ask your jobber to | 
show you the complete Signal 
line, or 





Write for Catalog 
and Prices . . . 








Write for 
FREE 
Sample 
Signal Electri ; roc 
g c Mfg Co Uses Plumbers as Refrigerator Outlets: YAG a S g| Alex. R. Benson 

Menominee, Michigan A. H. Crook, sales promotion manager, ; Co. 

: of the Norge Nestor Co., Jacksonville, | MEAUGa hie } bacorpereted 
Fla., tells us that this company has had | ES age | Hudson, N. Y. 
excellent results appointing plumbers as | F& wm BIA 
refrigerator dealers. Previous experi- 
ence enables them to acquire a quick Since 1873 








practical knowledge of the refrigerator 
and with their connections they can se- 
cure prospects with a minimum of effort. 
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Renting Electrical Equipment 

Conditions in the industrial market fi °*,° 
favor the rental of power equipment in | rofl t Oo p p Or f UN ha es 
many instances instead of its outright | 
sale. New capital expenditures by in- 


dustrials for equipment are now based g row WI t hy 
upon paying for the equipment within | ons 


approximately one year from the sav- 


ings the equipment makes. This in- | 
volves a very high rate of capital write- | N EO N GLOW | AMP 
off and thus makes new equipment sales | 
possible only in a relatively few in- 
stances. Another aspect is the growth om 
of small industrial plants in local mar- t | d t 
ket areas. Their ability to buy outright narionai aaver ISING ee 
is limited and they do not desire to put 
their money into factory equipment. 
Many industrial plants, therefore, would 
look favorably upon a rental plan both 
from the point of view of conserving 
capital investments and because of the | 
economic gains they could make by 
changing their present practices and 
equipments without requiring the ex- | 
traordinary high rate of capital write- | j 
off on new purchases that now prevails. | im 
Credit and financing must be ade- | 
quate and possibly both regional and 











Sales every day—with a generous margin of profit — 
dealers in electrical goods everywhere now report. 
That’s the response to Neon Glow Lamp advertising 


which appears in Good Housekeeping with its more 
than 2,000,000 readers. 

These advertisements describe the unduplicated 
economy of Neon Glow Lamps—over 3,000 hours of 
continuous light for a few cents a month. And their 
many uses—as night lights in bathroom, nursery, 





sick rooms, stairways, etc. As pilots and signals in 


a a — be ‘tal | A colorful counter-window display card industry. For many laboratory purposes. Get ready 
quired to get anc anale 1€ Capital | with easel is available for dealers. Also ill . . 

=< | aster selling. = 
and credit involved. But present or- | attractively illustrated folders. Specify for still fast g- Stock and diapley them 
ganizations for financing installment | quantity desired when ordering lamps. watch how they sell! General Electric Vapor Lamp 
paper, the advent of trade acceptance |  580Copr. 1932, General Electric Vapor Lamp Co. Co., 891 Adams Street, Hoboken, N. J. 


paper, the present long terms for in- 
stallment buying—all these are embry- 


onic organizations that could develop GENERAL @ ELECTRIC 


into business enterprises for making 
rental plans a success. We believe the 

market and sales possibilities of elec- VAPOR LAMP COMPANY 
trical equipment rentals are so great at 
the present time that the industry can 
well afford to measure them and act at 
once to get this business.—Ep1TortIAv in 
Electrical World for November 5. 




















STRONG SMOOTH 
WELD 


Fretz-Moon Conduit is welded to last. 
The exclusive process and accurate con- 
trol under which it is made produces 
rigid conduit second to none—conduit 
that will resist rough handling and 
severe service. 


To make doubly sure that every length 
is without blemish, however, it is given 
severe tests ... and the average of tests 
shows that the Fretz-Moon product will 
expand about 75 per cent more than or- 
dinary conduit before failure. 


Fretz-Moon Conduit is available in 
three finishes—ENAMELITE, black 
enameled; ELECTRO GALVITE, electro 
galvanized; HOT DIPPED GALVITE, 
hot galvanized—the best rigid conduit 
that money can buy. 








"The Specialties for Us," says Harry 
E. Perl, president of State Electric 
Supply, Ltd., Oakland, Calif. This elec- 
trical distributor is going stronger on 
appliances each year and is on the look- 
out for specialties such as flood lighting 
equipment. They have recently taken on 


FRETZ-MOON TUBE CO., Inc. © Butler, Penna. 
Gilbert “Polar Club” fans and appli- 


ances and “National” washing machines. 


tine’ exchubivety fee" the Mant’ Bay” ao. | RIG/D CONDUIT 


trict for a year or more. 
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New Sales 
Opportunities 


A pictorial presentation of 


new and improved products, as re- 


ported by manufacturers of electrical 


supplies, equipment, appliances and 
specialties 




















A 
Improved "Wallites" 


Many improvements in design and me- 
chanical operation feature two new 
“Wallites,” the original models of which 
have proved so popular for use in 
places where wired light is not avail- 
able. Both lights are finished in cream 
enamel on metal. Lens and outside cover 
are assembled together and held in place 
by wire springs. Lamp socket forms an 
integral part of the reflector which is 
fastened permanently to the main bracket. 
No. 4758, illustrated, operates on three 
batteries and features an automatic time 
switch which extinguishes the light after 
30 seconds if the chain is not fixed by 
the small slotted pendant. This model re- 
tails at $1.75 without batteries. No. 4757 
operates on two batteries, is equipped 
with a Levolier switch, and retails for 
$1.25 without batteries. National Carbon 
Co., Inc, New York City.—Electrical 
Wholesaling, January, 1933. 


Improved Conduit and Cable 
Clamp 


Provided with a slot into which the bolt 
with nut attached slips into place, this 
clamp is tightened by a few turns of the 





bolt. The right length of bolt is supplied 
with the clamp, eliminating the necessity 
of cutting off the end. Available in sizes 
from %” to 2%". Paine Co., Chicago, 
Ill._—Electrical Wholesaling, January, 1933. 


Electric Washer 


Model 66, one of two new washer mod- 
els featuring fingertip control, is illus- 
trated here. This model, with a capacity 
of 70 lbs. (dry weight) per hour, oper- 
ates at a speed of 120 impulses of 60 %- 
turns of the agitator per minute. French 
type agitator is seated in a specially con- 
structed safety well and is held in place 
by a bronze bearing. Other features in- 





clude rust-proofed tub cover, patented 
motor switch, automatic drain pump, 
oversized motor, rubber-tired casters and 
patented balloon roll wringer. New fin- 
gertip controls not only start and stop 
wringer operation, but start and stop the 
agitator as well. Model 66 retails at 
$100.00. Model 16, not shown here, re- 
tails at $50.00. Altorfer Bros. Co., Peoria, 
Ill. — Electrical Wholesaling, January, 
1933. 


Floor Polisher 


This new rotary action, motor driven 
floor polisher features simplicity of design 
and operation. It is especially well 
adapted for polishing wood floors and 
linoleum floor coverings. Will not only 





“Royal” can be 


but 
adapted for use with any model manu- 
factured since 1925. Retail price of $10.00 
includes a special fan lock nut to attach 
to the armature shaft of earlier “Royal” 
models and one extra rubber belt for re- 


fit new cleaners, 


A. Geier Co., 
Wholesaling, 


placement purposes. P. 
Cleveland,  O. — Electrical 
January, 1933. 





Portable Room Humidifier 


A moderately-priced portable air hu- 
midifier which can be used as a ventilat- 
ing or cooling unit in addition to its use 
as a humidifier, is finished so as to blend 
with the finish and furnishings of the 
average room. The 115 volt universal mo- 
tor, operating on either a.c. or d.c., de- 
livers 136 cu. ft. of washed cool air at a 
velocity of over 500’ per minute. The 
unit will evaporate better than a pint of 
water per hour at 70 degrees temperature 
and 20 degrees of humidity. Full charge 
is one gallon of water. Power required 
is only 25 watts. List price, $19.50. Du- 
more Co., Racine, Wis.—Electrical Whole- 
saling, January, 1933. 


Flashlight Lantern 
This new model flashlight lantern, fin- 
ished in silver enamel, is 334” high and 
has a lens 214” in diameter. Reflector is 
a perfect parabola of silver plated brass. 








Control is effected by automotive type 
switch. Two standard 1%” diameter 
flashlight cells furnish power for a Mazda 
No. 14, 2.5 volt focusing type bulb. Dis- 
play stands carrying six lamps furnished 
free. List price 89c. Delta Electric Co., 
Marion, Ind.— Electrical Wholesaling, 
January, 1933. 
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"Airless" Painting Machine 


This new model paint-spraying machine 
spreads the paint by the use of centrifu- 
gal force. It is a small, compact device 
which can be held in one hand and oper- 
ates from any 110 volt a.c. or d.c. outlet. 
The paint is drawn from a vacuum con- 
tainer through a series of atomizers and 





spread by a rapidly revolving distributor 
which has the appearance of an inverted 
comb. It is applied in a flat horizontal 
film which can be varied from 14” to 18” 
in width. The manufacturer estimates 
that an average operator can cover 1200 
sq. ft. of flat wall in an hour with this 
device. Can be used for calcimine and 
for washing down ceilings. Electrical 
Painting Equipment Co., Inc., 513 Grand 
Central Palace, New York City.—Electri- 
cal Wholesaling, January, 1933. 


Plug-In Meter Test 
Block 


Permitting easy connection and re- 
moval of the meter, this plug-in meter 
test block does away with meter loops 
and cross-overs in the meter connec- 





tions. Among its advantages are the 
elimination of unsightly wiring, time 
saved in installing or removing meters 
and the fact that the meter links can be 
separately inserted or removed without 
disturbing the meter or base. . All cross- 
overs are provided in the base of the 
block and the meter terminal connec- 
tions slide down over semi-rigid con- 
nectors. Square D Co., Switch and 
Panel Division, Detroit, Mich.—Electrical 
Wholesaling, January, 1933. 


Radio Tool 


Designed to simplify the work of the 
radio repairman, this new holder for 





small nuts, bolts and screws makes it pos- 
sible to work in the closest quarters. The 
nut or screw is held firmly by the pat- 
ented jaws, leaving one hand free to run 
it down with the screw driver. When the 
threads have taken hold, the jaws can be 
instantly released as shown. The tool is 
available in seven different sizes and an- 
gles. Hawks Tool Division, Western 
Wholesale Radio Co., Los Angeles, Calif. 
—Electrical Wholesaling, January, 1933. 


Radio Convenience Outlet 


The compact assembly of antenna and 
ground with a single a.c. outlet in a sin- 
gle unit makes this new radio convenience 
oytlet particularly desirable wherever a 





radio set is in operation. Beyond the pos- 
sibilities for sale to be found in homes, 
the market in apartments and hotels is 
extensive. Number 133, illustrated, is 
made in brass, and No. 133-B in bakelite. 
Two tip plugs are included with each 
outlet. List price, $1.35. Yaxley Manu- 
facturing Co., Division C. R. Mallory & Co., 
Inc., Indianapolis, Ind—Electrical Whole- 
saling, January, 1933. 


Fan Heater ° 
A new unit which operates as a ther- 
mostatically controlled heater in winter 
and a high-speed fan in summer, is known 
as the “Temperator.” The 1000 watt 
heater element is controlled by a thermo- 
stat which is factory-set at about 72 de- 
grees. This heat can be increased or de- 
creased by simply moving the thermostat 





lever toward High or Low. The slowly 
revolving fan distributes the heat by con- 
vection, heating as does a warm air reg- 
ister. A flip of the switch in the base 
automatically disconnects the heating unit 
and causes the fan to speed up for use 
as a cooling unit. List price, $9.98. Cros- 
ley Radio Corp., Cincinnati, O.—Electri- 
cal Wholesaling, January, 1933. 


New Type Panel Board 


A new type panelboard, known as the 
Hixley panel, which presents an orderly 
arrangements of circuits, is built on the 
protective bulkhead compartment design, 
thus confining damage to any branch cir- 











cuit wiring to a single compartment. Its 
unique construction eliminates wrapping 
conductors in fireproof tape and provides 
a much greater element of protection at 
lower cost. The panelboard has already 
been approved by the Underwriters and 
is listed under its label service. Trumbull 
Electric Mfg. Co., Plainville, Conn.— 
Electrical Wholesaling, January, 1933. 


Soldering Iron Stand 


A new type of soldering iron stand, 
which is said to effect a saving of from 
30% to 40% in power consumption, is 
designed to eliminate the difficulties in 
soldering work resulting from an over- 
heated, dirty iron. The stand comprises 


PLACE IRON HEKE 


PLACE IRON HERE 
TO HEAT QUICKLY 


TO MAINTAIN 
SOLDERING 


coupe 






ATTACH THIS 
CORD TO LINE 





ADJUST RESISTOR —* 
HERE FOR RATING 
OF IRON 


as, 
‘ 1 
. 
ys b> 
SUPPORT FOR HANDLE said 
PLUG IRON HERE 


OF IRON IS ADJUSTABLE 


two cradles. When the iron is placed in 
the left hand cradle it receives only suf- 
flicent voltage to keep it at the minimum 
and yet proper soldering temperature for 
immediate use. When the iron is in actual 
use or in the right hand cradle, full line 
voltage is applied. The elimination of 
overheating resulting from use of this 
stand will insure the tip of the iron re- 
maining well tinned for weeks, it is said. 
G-M Laboratories, Inc., Chicago, IIl.— 
Electrical Wholesaling, January, 1933. 
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Resistance Box 
The chief purpose of this device is to 
determine radio replacement _ resistor 
values. By manipulating four direct read- 
ing dials, it is possible to obtain actual 
resistances ranging from 100 ohms up to 





1,000,000 ohms in 160 ohm steps. Guar- 
anteed resistance tolerance is plus or 
minus 5%. Resistance units are of the 
wire-wound, coated type. Unit may be 
connected directly in a radio circuit in 
order to find the proper resistance value 
required at the points of connection. In 
addition to their use in radio work, these 
devices can be used to increase voltmeter 


ranges, as resistance bridges, as ohm- 
meters and as milliameter resistance. 
Ohmite Manufacturing Co., Chicago.— 


Electrical Wholesaling, January, 1933 


Mixer, Beater and Juice Extractor 


This new mixer, beater, juice extractor, 
vegetable and fruit slicer and grater is 
furnished, in addition to the chromium- 
plated beaters, with a juice extractor the 
core of which is die-cast aluminum, two 
porcelain enameled mixing bowls, a bev- 





erage mixer and two cutters, one for cut- 
ting, and one for shredding vegetables. 
The mixer may be lifted from the stand 
and held in the hand for mixing at the 
stove. Motor operates on d.c. or a.c., 
and is furnished with a fully-protected 
rubber cord 6’ in length. All enameled 
parts are finished in jade green with 
black bead. Landers, Frary and Clark, 
New Britain, Conn.—E£Electrical Wholesal- 
ing, January, 1933. 


Electric Range 


This full porcelain table-top range has 
four open-type top units, one 2000 watts, 











two 1200 watts and one 660 watts. A sin- 
gle 2800—1800—1000 watt unit serves the 
16x13x191%4” oven and _ separate broiler. 
This arrangement leaves the entire oven 
available for cooking and is said to in- 


sure more even baking and browning. 
Oven temperature is controlled by a 
silent, direct-break mercury type ther- 
mostat which will operate on direct or 
alternating current of any cycle. List 
price, $120.00. Detroit Vapor Stove Co., 
Detroit, Mich. — Electrical Wholesaling, 


January, 1933. 


Combination Washer and Dryer 

Equipped with a high-speed, spinning 
basket for drying, this washer does away 
with a wringer and greatly reduces time 
and effort required to wash and dry, ac- 
cording to the manufacturer. Power is 
furnished by direct-connected %4 hop. 








Gears are machine cut and are 
encased in a ventilated gear case. Bear- 
ings are phosphor bronze bushed. The 
larger tub is for washing, the smaller for 
rinsing and drying. Both are equipped 
with quick-lifting lids furnished with rub- 
ber sealing rings. Agitator is of the three 
leaf clover type. Walls are corrugated to 
give rubbing board effect. List price, 
$109.50. All-American Mohawk Corp., 
North Tonawanda, N. Y.— Electrical 
Wholesaling, January, 1933. 


motor. 


Geared Motors 


The elimination of a motor coupling is 
accomplished in this line of geared mo- 
tors by mounting the high speed gear 
directly on the motor shaft. Units of the 
line can be had in all gear ratios from 
2.09 to one up to 376 to one, giving out- 
put speeds from 861 r.p.m. to 4.7 r.p.m., 


using the standard 1800 r.p.m. motor sup- 
plied. Reduction for ratios up to six to 
one is obtained with a single stage helical 
gear unit, and for higher ratios, up to 
24.5 to one, with a double helical gear 
reducer. For reduction ratios of 30 to 
one and higher, one stage of helical and 





one stage of heliocentric gears are used. 
Gears run in an oil bath and friction is 
reduced through use of ball and roller 
bearings. These geared motors can be 
supplied in all horsepowers from 34 to 
20, in open or closed type for two or 
three phase a.c. and d.c. The Ideal Elec- 
tric and Mfg. Co., Mansfield, O.—Elec- 
trical Wholesaling, January, 1933. 


Ultra Violet Lamp 


“Soft” glass bulbs, used in the con- 
struction of a new ultra violet’ lamp, are 
said to transmit 50% more of the ultra 
violet energy generated by the lamp than 
would “hard” bulbs. The transmission 
characteristics of this glass tend to lower 
the cost of operation of the lamp, the 
amount of ultra violet energy produced 
per watt of electric current consumed be- 
ing extremely high. In addition. the fact 
that this glass is easier to work promises 
lower manufacturing costs with the result 
that the use of ultra-violet lamps may be 
extended to the familiar floor lamps in 
homes. Westinghouse Lamp Co., 150 
Broadway, New York City; Electrical 
Wholesaling, January, 1933. 


Water Heaters 


A new line of water heaters, designed 
especially for use in barber and beauty 
shops, dairy stations, bathrooms, doctors’ 
offices, garages and summer homes, con- 
sists of six models, an automatic and a 
non-automatic ‘in each of three sizes, six 
gal., eight gal., and 12 gal. Outside cases 
are of rust-proof porcelain. enameled in 








light green with black striping. Pressure 
tanks are thoroughly insulated with min- 
eral wool. Each is equipped with cord 
and plug for attachment to convenience 
outlet. Standard Electric Stove Co., To- 
ledo, O.—Electrical Wholesaling, January, 
1933. 
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VICTORS !!! 


“RELIANCE” 
“ACE” “RACINE” 


are names of time switches that 
have won their spurs. 





Into the Reliance line is built 
the reliability and quality that 
can result only from 23 years 
of time switch engineering. 


Such reliability insures fewer 
come-backs and consequent cus- 
tomer satisfaction—essential 
factors to your profits. 


Watch for Important 
Announcement 
Next Month 





Another winner is on the way 


Reliance Automatic Lighting Co. 
1907 Mead Street, RACINE, WIS. 


PAIRT ONE 


























A Two Station ’Phone Outfit com- 
plete with wire and staples 


TO RETAIL AT $6.00 Per Pair 





Mfd. by 
S.H. COUCH COMPANY, INC. 


4 Arlington St. North Quincy, Mass. 
Agents throughout U. S. and Canada 














| Men Available 


| Manufacturer's Representative: Sales- 
|man now soliciting wholesale electrical 
'and hardware _ wholesalers, novelty 
| stores, and power companies, desires a 
|few more lines for southern Michigan 
|and northern Ohio territory. Can fur- 

nish good references. Address Box 11, 
| Electrical Wholesaling, 520 N. Michigan 
| Ave., Chicago, III. 


| Vv 


Latest Trade Literature 


WESTINGHOUSE LAMp Co., Bloomfield, 
| N. J.—A new booklet on ultraviolet lamps 
| contains a comprehensive story on the 
| technical aspects of these radiations and 
| their application to various industrial arid 
| commercial uses. Current limiting de- 
| vices, reflector equipment, and fixture de- 
| sign are explained in detailed form so as 
| to assist the direct user or manufacturer 
lin every way. The section dealing with 
| the healthful benefits of ultraviolet for 
| animal husbandry and as artificial sources 

of sunshine for human beings, is pro- 
| fusely illustrated with typical installations. 





Profit in This New Siren 


Designed for industrial 
plants, schools, banks, 
institutions, etc. Used 
both as a fire alarm and 
a starting and quitting 
Easy to install. 
Easy to sell. Write for 


signal. 





Knox PorceraAin Corp., Knoxville, 
Tenn.—A new Neon Insulator catalog is 
now available. 


v 


New Publications 


-A BASIS FOR SUPERVISION OF INDUS- 
TRIAL SALES PERSONNEL—By G. Reed 
| Salisbury, Bureau of Foreign and Do- 
mestic Commerce, Washington, D. C., 
| 1932. 26 pp., 16 ill. Discusses a method 
of routing and scheduling salesmen call- 
ing on industrial plants as developed 
by an individual manufacturer after a 
two year experimental program in one 
territory. Also describes the control 
system used to regulate the industrial 
salesmen’s calls. 








EFFECTIVE CREDIT MANAGEMENT—A | 
report of policies and practices em- 
'ployed by manufacturers and wholesal- 
Policyholders Service Bureau, 
Metropolitan Life Insurance Co., One 
| Madison Ave., New York City. 21 pp. 
| Copies gratis on request. Discusses the 
investigation or appraisal of the credit 
risk; the determination of limits within 
which credit safely may be granted; the 
fixing of the terms of payment; and the 
ultimate collection of the account. Also 
describes devices which have been effec- | 
tively employed in the adequate control 
of credit and collection activities and 
includes several forms used in this con- 
| nection. 











| Pusitc SPEAKING SIMPLIFIED—By 
|C. W. Chamberlain, Ph.D., Schnepp 
|and Barnes, Springfield, Ill., 1932. 142 | 
pp. $1.10 postpaid. A non-technical dis- | 
'cussion of how to talk forcefully, flu- | 
ently and convincingly. Written in an| 
|easy style for the salesman or executive | 
who would develop his ability to “win | 
with words” at interviews, conferences | 
|and on the platform. | 





our literature and special 
contest discount. 


FEDERAL ELECTRIC CO. 


8758 South State Street 
CHICAGO, ILLINOIS 


M24 


Connectors 
Brass or Bakelite 


The Sherman Brass Fixture Connector is the 
only solderless metal connector which works 








as easily and safely as promised. 


The Sherman Bakelite Fixture Comnector 
provides the ideal method of connecting all 
small wires and does it without solder or 
tape. Made en- 
tirely of insula- 
ting material of 
highest quality. 








Ph ry Lh 2 Z 
construction, Bakelite 
Connector. 


Phantom — Brass 
Fixture Connector 








Assembly 


H. B. SHERMAN 
MFG. CO. 
Battle Creek, Mich. 
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Different 


HACK SAW BLADE 
STARTS 

the Cut on the 

FIRST STROKE 
At Any Angle 








Fine Teeth Start Cut Like 
Feed Screw of Auger Bit. 








Fine Teeth Spot Cut at Exact Mark— 
Will Not Slip Off Cutting Line 


A finely made, hardened and tempered 
blade, at no extra cost. Cuts BX con- 
duit wire mould smoother, faster. 


Widely advertised and merchandised 
to your trade. 


NOTE THESE rf OUTSTANDING 
FEATURES 


1. Starts cut at any angle. 
2. Teeth will not catch in corners. 


3. Starts quickly with a full cutting 
stroke. 


4. Reduces cutting time. 

5. No scraping to begin cut. 

6. Will not slip off cutting line. 

7. Distributes wear full length of blade. 


Pr rrrrr SELL 


MILFLEX 
DUPLEX 


PATENTEO US.A 


ELECTRICIAN’S SPECIAL 
HACK SAW BLADE 


The HENRY G. THOMPSON & SON CO. 


Est. 1876 


New Haven, Conn. 
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The Arch Support 
means profit 
for you 


The Arch Support is one of the many 
Ilsco features that gets quick atten- 
tion—that makes Ilsco Lugs easy to 
sell and that builds soldering lug 
business for you. Uniform, bright 
finish, burrless contact surface, ap- 
proved by Underwriter’s, highly con- 
ductive copper tubing—are a few of 
the reasons why Ilsco Lugs bring 
re-orders. Be sure you know all 


about this line so that you can be 
one of the many electrical whele- 
salers’ salesmen to profit through 
Ilsco. 


ILSCO 


SOLDERING LUGS 






ILSCO COPPER TUBE & 
PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 


This mark of quality stamped on 
every lug 























RADIO CITY 


MUSIC HALL 














RKO Roxy 


THEATRE 








TEW YORK’S newest and 
finest theatres . . . both of 
these remarkable playhouses are 
completely equipped with Kliegl 
stage and theatrical lighting de- 
vices ... . selected for their 
superior qualities. Some of the 
items furnished include: foot- 
lights, border lights, cyclorama 
lights, cove lights, program 
lights, stage pockets, spotlights, 
stage lamps, etc. Full particu- 
lars on these, or other Kliegl 
products, furnished on request. 


KLIEGL BROS 


Universar Evectric STAGE LIGHTING CoO.., Inc. 


32! West 5Oth Street 
NEW YORK.N.Y. 
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for a more profitable fan year 


6 ee 1933 plan offers you opportunities to make 1933 a 
more profitable fan year. The complete line of Diehl Fans 
will fill every ventilating need. From small 8-inch table fans to 
large 48-inch exhaust fans, you'll find Diehl quality which is the 
result of nearly half a century of fan manufacturing. 





9”, 12” and 16” Flat And the 1933 Diehl sales helps, a few of which are illustrated, o* ce* det oe” Gian 
anes “Sanne See will work for your dealers every minute. Attractive counter and Blade Ventilating Fans. 
window displays, give-away folders and envelope enclosures, 

booklets, cuts, mats, etc.—they're yours for the asking. 
v The 1933 Diehl Fan catalog is now ready, with complete details 


| of the entire line together with the 1933 sales plan. Write for 
your copy. 





DIEHL FANS are entered in the "Victory in '33" sales contest. 


ie Wind-O-Vent Ventilator, 


32” and 52” Ceiling Fans, D | & ta L M A N U FAC T U R N G C O Metal or Glass Panel. 


reversible and non-revers- 
ible types. Electrical Division of 


THE SINGER MANUFACTURING CO. 
Elizabethport, N. J. 


ATLANTA BOSTON CHICAGO 
NEW YORK PHILADELPHIA 


DIEHL 
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Eliminate Fuses 


For: Safety 





Nofuze Load Center 





Convenience 


Appearance 





Single Pole 
lipon 


Sell Bryant Nofuze Load Centers 
for Lighting and Appliance Circuits 


The fuses are replaced by especially designed toggle 
breakers called Flipons. A Flipon can be operated manu- 
ally but is dependent upon a bi-metallic thermal element 
for continuous contact. On an abnormal overload or short 


circuit the thermal element trips the breaker. 


Flipons are calibrated to wire sizes and sealed at the 
factory. Circuits cannot be "overfused.'' Flipons are ob- 
tainable in 15, 20, 25, 35 and 50 ampere sizes; 125 volts, 
single pole; 250 volts, double pole. 


A Bryant Nofuze Load Center consists of the required 


Flipons, box, and cover plate. They require much less 


BRYANT 








os 


Manufactured by THE BRYANT ELECTRIC CO., BRIDGEPORT, CONN. 
SINCE 1888—MANUFACTURERS OF HEMCO PRODUCTS 


EW-133 
MANUFACTURERS OF “SUPERIOR WIRING DEVICES” 


SUPERIOR | 
\. WIRING DEVICES / 





" space than a fuse installation; are neat and attractive in 


appearance. Today they are being placed in the kitchen, 
the electrical center of modern homes. In commercial and 
public buildings separate Nofuze Load Centers can be 


located in each department or office. 


Bryant Nofuze Load Centers are easily installed. Con- 
tractors and users will appreciate their many advantages. 
They give good volume and profit. 


Bulletin NFCI describes Bryant Nofuze Load Centers. 


Ask your sales manager to get you a copy. 





SUPERIOR 
WIRING DEVICES 








BOSTON CHICAGO 
140 Federal Street 844 West Adams Street 


NEW YORK 
60 East 42nd Street 


SAN FRANCISCO 
149 New Montgomery Street 








VICTORY IN 
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WITH 


PLYMOUTH 





TAPE 


PLYMOUTH RUBBER COMPANY. Inc. 
CANTON, MASS. 





these tapes are 
the best salesmen 
any house can 
have 
Plymouth tapes sell themselves. 


You need but mention the name 


Plymouth and sales are yours. 
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MANUFACTUR ED BY 


pera i RUBBER CO.. ne : 


AS. Bo somal MASS. U.S.A. Bi | 





The salesman that does the 
most mentioning will undoubtedly 
be the winner of the January prize 
of $10.00 in cash. Plymouth pro- 
vides 100°% wholesaler protection 
with a price policy that is rigidly 


inflexible. 


So talk Plymouth on every call. 


Manufacturers Since 1896 














ee RUBBER COMPANY, Inc. 


« 


« CANTON, MASSACHUSETTS 


























DON’T LET COMPETITORS 
OB YOU OF ORDERS 


When You Can Tie Up Fuse Business 
On a “Non-Skid” Basis . . . . 


‘ 









Holding business on ordinary “staples” is slippery business—you 
get it today—your competitor tomorrow. If you quote right you get 


it—a penny off and it’s gone 


But you can HOLD fuse business if you want to. Show 
buyers that fuses are not a “staple”—that fuses are NOT just 
fuses—some are better than others—and then show them the 
OUTSTANDING ADVANTAGES of the NEW BUSS 
Super-lag Fuse. , 
Let Us Give You a 

Demonstration 


Ask the BUSS repre- 
sentative in your ter- 
ritory to give you a 
demonstration on how 
to close a_ prospect. 
Once sold you will 
find that a BUSS 
user is always a 
BUSS user. 


When a user once sees for himself how he can stop 
waste and lost time with this modern fuse—how he can 
keep his motors whirling, machines running and men work- 
how needless and costly shut- 





ing, better than ever before 
downs due to wasteful fuse blows are eliminated—it’s just 
like “taking candy from a baby” for you to get his fuse 


business. 


A Division of the McGraw Electric Company 


t_satneennennmnmenne tiny 





TH E BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. - U Se 











